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What do owners 
of multichrome sets 


say about color? 
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IN THE SPOTLIGHT 











IN NEBRASKA AND IOWA 


...only kids use 
more COLOR than 
KMTV-Omaha 


KMTV—Color televis:on 





pioneers since 1953. 
Fully equipped 

for local live, film 

and network color. 
Completing our 1676th 
color program this month .. . 
plus pioneering 
“electronic color” — 
black and white 

station break slides 

in color all day, every day. 


Take the lead — 





join color TV leaders. 
Schedule KMTV, Omaha. 
See your Petry 


representative today! 








NBC-TV 
ABC-TV 


COLOR TELEVISION wearvue ' | CHANNEL 


OMAHA 


Represented by 
EDWARD PETRY & CO., INC. 














TERRE HAUTE 


IS INDIANA'S 


ZND LARGEST 
TV MARKET! 





251,970 


TV HOMES 

IN THE 
WTHI-TV 
VIEWING AREA 


NCS NO. 2 STUDY 


CBS, NBC, and ABC Television Networks 






TERRE HAUTE, INDIANA 


WTHI-TV and RADIO, too! 


BOLLING CO@.«% NEW YORK CHICAGO. 
LOS ANGELES. SAN FRANCISCO, BOSTON 
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WJAR-TV Channel 10 


Reaches More of These Homes 
Every Day Than Any Other 


Television Station” 


ae 


PROVIDENCE, RHODE ISLAND 
A service of The Outlet Company 
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31 FOCUS ON COLOR 
Increased programming and set sales 
throw a brighter spotlight on hued tv 


36 MULTI-HUED COMMERCIALS 
Are producers making more color film, 
and will sponsors buy more tint spots? 


COLOR SET OWNERS SPEAK 
BBDO report lists candid comments of 
families who have lived with multichrome 
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39 COLORTOWN SUMMARY 
NBC research director interprets the 
chroma thoughts of a sample community 


40 TEN MONTHS OF TINTS 
WNBQ, first all-color station, becomes 
a national chroma testing ground 


42 AUDIENCE, CRITICS AGREE 
Pulse survey shows the public prefers 
dramas ahead of westerns and musicals 


DEPARTMENTS 
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Report to the readers 
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Tv and Capitol Hill 


15 Letters to the Editor 


The customers always write 


59 Spot Report 


Digest of national activity 
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What's ahead behind the scenes 67 Wall Street Report 
The financial picture 
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Measuring th d. 
easuring the trends 71 Set Count 


27 Newsfront Market-by-market figures 
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The way it’s happening 
77 In the Picture - 


49 Film Sales Portraits of people in the news 


The most recent contracts 


52 On Film 78 In Camera 


Suppliers, service news The lighter side 


BAKING FIRM 
RENEWS FOR 


7*YEAR! 


Grosses $99,700,000 
IN 1955 


INTERSTATE BAKERIES, 
sponsor of Cisco in markets 
across the nation, states: 


“The success of Cisco 
Kid is so outstanding it 
needs no further proof. 
Cisco has certainly sold 
a lot of bread and we 
are looking forward to 
continued increase of 
sales through this out- 
standing advertising 
vehicle.”’ 


Ask to see more success stories of 


THE WORLD'S GREATEST SALESMANI 


“THE CISCO KID” 


y giitiin % 
a 2 ; New York 
Phone | 
~ Chicoge 
Wire 
Collect Cincinneti 
| Today 


Hollywood 
| SAAthMore 
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“ALL-IN-ONE” 
PROCESSING 
AMPLIFIER 


SPACE SAVING 
EQUIPMENT 


RCA LIVE COLOR CAMERA 


All-electronic unit provides identical control 
equipment for both liveand film camera chains. 


Only 100 inches of rack space required for 
all equipments necessary to operate camera 
chain. With monitors and processing ampli- 
fier at the console, only 34 of a rack needed 
for efficient complete installation. 


NEW 
POWER 
SUPPLY 


CENTRALIZED 


CONTROLS 


Occupies only 44 space of former d-c power 
supplies . .. high efficiency plus high out- 
put... 1500 ma. 


Minimize setup time...only two controls 
in “on-air” operation. In addition, over-all 
stability, peak camera performance and pic- 
ture quality are assured. 




















means business! 


STATIONS NOW USING LIVE COLOR 










TO BUILD HIGH SPONSOR INTEREST 


Equipped with RCA Live Color Camera Equipment, alert station managements are trail-blazing 
along the new frontiers of television ...adding brilliant dimensions to programming tech- 
niques, transforming commercial products into thrilling reality. These progressive television 
stations are using local color originations to build prestige and stimulate sponsor interest. 








LIVE STATIONS 


KHQ, Spokane 


COLOR 











WBAL, Baltimore WJAC, Johnstown 












KJEO, Fresno WBEN, Buffalo WKY, Okla. City | 
KMTV, Omaha WBTV, Charlotte WNBQ, Chicago | 
KOMO, Seattle WCBS, New York §WOAI, San Antonio | 






| KRCA, Los Angeles | WCCO, Minneapolis WRCA, New York 
KRON, San Francisco WDSU, New Orleans WSAZ, Huntington 
KTLA, Los Angeles WFBM, Indianapolis WTMJ, Milwaukee 
WBAP, Fort Worth WGN, Chicago WTVJ, Miami 

\ WFIL, Philadelphia WRCV, Philadelphia WCAU, Philadelphia — 

\ WBRE, Wilkes-Barre  KARD, Wichita WGAL, Lancaster 


| KCMO, Kansas City  WIBK, Detroit KGW, Portland 
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Local studio originations, and live commercials in color are making sponsors sit up and take 
notice. Your station can spark the same type of advertiser interest in production of live color 
with RCA’s color camera equipment! For complete technical information call your RCA 
Broadcast Sales Representative. In Canada write RCA VICTOR Company Limited, Montreal. 





RCA PIONEERED AND DEVELOPED COMPATIBLE COLOR TELEVISION 


RADIO CORPORATION of AMERICA 


° BROADCAST AND TELEVISION EQUIPMENT CAMDEN, N. J. 


Leadershipl... 


IN ALL PERIODS 
ARB December 1956 


STATION SHARE OF SETS IN USE 





Sign on to 12 noon WDEF-TV 
WDE GA REN 14 of top 15 
Station B 36.5 Net Shows 

Noon to 6:00 p.m. WDEF-TV 
—"* — S ea, 
Siation SAAR rm 43.2 B” 

sed WDEF-TV 
6:00 p.m. to Midnight mah of BE 


WDEF-TV 
Station B = 


Full 316,000 Watts 


From antenna atop 





59.3 
38.4 


Measured 4 Hours 





THE BRANHAM COMPANY 










Signal Mountain 
High above City 
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IS FIRST 


Monday through Friday 
Average—7 a.m. to 12 Midnite 


KSYD-TV No. 1 63 7/4 hours 
STATION B 21 % hours 


Sunday—From 9 a.m. to 12 Midnite 


KSYD-TV No. 1 13 hours 
STATION B 2 hours 


Monday through Sunday, Complete Week 
116 hours of total telecasting 


KSYD-TV No. 1 84 hours 
STATION B 32 hours 
These facts prove that in Wichita 
Falls, KSYD-TV Channel 6, leads in 
audience preference almost 3 to 1, 
from sign-on to sign-off, 7 days 
of the week. 

CHANNEL 


KSYD-TV 6 


100,000 watts 
Rep. by: Blair Television Associates 
*Dec. 1956 Telepulse 
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CBS Television 








RON ‘TV’ SF 








San Franciscawus we sotd ou KRON-TV 


CINEMA 
SHOWPLACE 


AVAILABLE 
Mon. Tues.10:30 -12 S. F. CHRONICLE + NBC AFFILIATE » CHANNEL 4 « PETERS, GRIFFIN, WOODWARD 
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Letter from the Publisher 


Networks Fill Important Place 


“A healthy trend in our industry would be a let-up in Congres- 
sional investigations of the networks. These have served only to 
cause trouble and to throw sand in the tracks of network progress 
and creativity. Without the networks as we know them, television 
would not be the great form of communications which it is today. 
The networks can take a bow for the patience which they have 
shown during the recent and lengthy inquisitions. I trust that 
1957 sees a let-up in government interference, with network 
managements given a chance to devote full time toward further 
improving their product and strengthening our great medium.” 

This pertinent observation comes not from a network executive 
but from Edward Petry on the occasion of the 25th anniversary of 
Edward Petry & Co. It was made by a person who has accurately 
called the shots over the past quarter of a century. Probably no 
business in the United States has been as harassed, investigated, 
cross-examined and put through the wringer as have the networks. 
In the past year there have been no less than five Congressional 
investigations scrutinizing network operations. Dean Barrow’s 
investigating squadron for the FCC brings the grand total to six— 
an all-time record. 

These investigations have hampered the networks in their day- 
to-day activities, drained off time, energy and money into a strictly 
non-productive area. In a broader sense, as Ed Petry points out, it 
has affected the entire medium. When Uncle Joe Cannon was 
speaker of the House of Representatives many years ago, he once 
said he was going to start every day’s : ession with a prayer and end 
it with a probe. During the past year this seems’to have been 
applied specifically to the networks. What is needed are more 
prayers and less probes. 


Year of Opportunity 


For 1957 promises to be the year of the “hard sell.” Advertisers 
are restless and are constantly re-evaluating expenditures. This 
in a sense is television’s great opportunity, but it means that the 
industry must be unhampered to devote its full energies to selling 
the medium. Color is bound to widen the horizon of television 
in the next two years, increasing its impact as well as providing it 
with many more logical prospects, especially ‘in such fields as 
textiles and home furnishings. Both fields are rapidly expanding 
and will need the sales push that color tv can give them. 

Interestingly enough, the biggest year of retail sales in the na- 
tion’s history is forecast for 1957 by the Board of Analysts of Fu- 
ture Sales Ratings. Retail sales this year are expected to surpass 
those of 1956 by 5.3 per cent. This means that the potential for tv 
this year is greater than last. But it also means some aggressive sell- 
ing and promotion on the part of the entire tv business. Liquid as- 
sets of individuals, working capital of corporations and personal 
savings are at all-time highs. The point has been made before, and 
it bears repeating: television can well be the answer to keeping the 
economy in a sound and dynamic condition. For through tv as a 
motivating selling force the desire can be stimulated which will 
result in the sales that keep the wheels of industry moving. 


Cordially, dy fut 






‘Nha 


| 


is 
Hn 





WAY OUT 
IN FRONT! 


Oldtime steamboat races along 
our Ohio River Valley were often 
close, and hazardous to put your 
money on. Quite different from 
today’s audience race among 
TV stations. When you put your 
money on WSAZ-TV, you’ve 
picked THE winner. Survey after 
survey gives the title to this 69- 
county giant — and the latest 
Nielsen is no exception. Consider 
these WSAZ-TV margins over 
the next-best station: 


95,670 more homes per month 
99,430 more homes per week 


101,130 more daytime homes, 
weekdays 

100,580 more nighttime 
homes, weekdays 

WSAZ.-TV steams with compar- 
able popularity across a four- 
state domain wherein almost 
$4,000,000,000 buying power 
awaits advertisers who like to 
ride with the winner. The gang- 
way is down at any Katz office. 





Wv.3.c. NETWoORE 
Affiliated with Radio Stations 
WSAZ, Huntington & WGKV, Charleston 
LAWRENCE H. ROGERS, PRESIDENT 
Represented by The Katz Agency 
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advertisers 
who 
look 
for 
lightning-fast 
results 
are 


Capital Airlines and its agency, Lewis Edwin Ryan, are 
Sold on Spot as a basic advertising medium. 


To get its fast-growing Viscount service off and wing- 
ing in a new market, Capital Airlines relies on Spot 
Radio. Ten days before a new Viscount flight schedule 
goes into operation, Capital opens full blast with a 
six-week saturation schedule. A hard-hitting, . year- 
round campaign follows, precision-timed to reach the 
businessman who must travel. Early in the morning, 
late in the afternoon, early and late in the evening, 
Spot sells the businessman on the economy, luxury and 
speed of Capital’s Viscount flights. 


Sells? In July, 1955, Capital inaugurated a new Viscount 





Left to right: 

Sam Hunsaker, Acct. Exec., 

Lewis Edwin Ryan Adv.; 

Joel S. Daniels, Jr., Adv. Mar., 
Capital Airlines; 

James W. Austin, V.P., in charge of 
Sales & Traffic, Capital Airlines; 
William J. Green, Director Radio-TV, 
Lewis Edwin Ryan Adv.; 

Marty Pollins, Radio Sales 
Representative, NBC Spot Sales 


t 


service between Washington and Chicago. By October, If you're looking for lightning-fast results for your 

1956, they had tripled the service and zoomed from less product or service, look to... 

than 20% to more than a 50% share of a greatly-ex- 

panded market! In Washington, and in Chicago, as in 

every on-line city served by NBC Spot Sales, Capital . 

uses NBC Spot Sales-represented stations. SPOT SALES 

Here’s how James W. Austin, Capital’s Vice-President representing these leadership stations 

in charge of Sales and Traffic, sums it up: penn mont eel WAVE-TV 
CHICAGO—WMAQ, WNBQ 


HARTFORD-NEW BRITAIN—WNBC ST. LOUIS—KSD, KSD-TV 


“Capital’s problem is to sell seats and to sell them right NEW YORK—WRCA, WRCA-TV DENVER—KOA, KOA-TV 
° SCHENECTADY-ALBANY-TROY—WRGB SEATTLE-TACOMA—KOMO, KOMO-TV 
now, to cover the market completely and to provide PHILADELPHIA—WRCV, WRCV-TV LOS ANGELES—KRCA 
the flexibility we need in each market. Spot Radio is a WASHINGTON—WRC, WRC-TV PORTLAND, ORE.—KPTV 
‘ os: rip » MIAMI—WCKT SAN FRANCISCO—KNBC 
must’ in our advertising program. BUFFALO—WBUF HONOLULU—KGU, KONA-TV 
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“PEPSI PLEASE” TEST 


Advertisement 





HITS THE SPOT 
IN MUNCIE, INDIANA 


Kenyon & Eckhardt proved Muncie, 
WLBC and WLBC.-TV to be winning 


combination for advertising tests 


Kenyon & Eckhardt came up with a 
novel idea to sell Pepsi-Cola’s new 
slogan, “Pepsi Please.” 

But, would it really gain public ac- 
ceptance for the slogan? The only way 
to find out was through a test, revolv- 
ing around 
what was con- 
sidered “the 
first new con- 
test idea in 
years.” 


Muncie, In- 





diana, and 
WhLec .; 
WLEC - TV 


J. Clarke Mattimore were selected 


for the test. 
J. Clarke Mattimore, account ex- 
ecutive at Kenyon and Eckhardt, re- 
ports the test proved the public bought 
the slogan—and also Pepsi. Anyone 
could enter the contest, and almost 
everyone did! Charles Derrick, vice 
president and advertising director for 
Pepsi-Cola, reported that during the 
first 13 weeks the contest ran in 
Muncie, a city of 65,000, Pepsi re- 

ceived two thousand entries a week. 
A committee of judges selected the 
ten best entrants to appear on Monday 
night simulcasts over WLBC and 
WLBC-TV. The contestants were in- 
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troduced on both media and their “I 
like Pepsi because” messages read. The 
public was asked to vote for a candi- 
date of its choice. While entrance in 
the contest was free, ballots to be cast 
for the winner could be obtained only 
by purchase of Pepsi-Cola—with one 
vote to each bottle purchased. 

At the outset, 17,000 ballots were 
cast a week. The 13th week 68,486 
ballots were cast with nearly 400,000 
ballots cast over a 13 week period. This 
means that the sale of 400,000 bottles 
of Pepsi could be traced directly to the 
program in a 13 week period. 

Donald Kendall, Pepsi-Cola vice 
president in charge of national accounts 


and fountain sales, points to the July 


phase of the Muncie contest as an in- 
dication of its value. He showed that 
Pepsi-Cola fountain sales were 300% 
ahead of the 1955 figures. 

Results of the Muncie and WLBC, 
WLBC-TYV test were phenomenal. As 
a result, Richard Burgess, Pepsi-Cola 
vice president in charge of domestic 
sales, said the company is planning to 
extend the promotion to include other 
markets. 

The outstanding results of this Pepsi- 
Cola campaign demonstrate once more 
the winning combination of WLBC 
and WLBC-TV and Muncie, Indiana, 
known as the nation’s test tube for 


national advertisers. 





Charles Derrick 


Donald Kendall 


Richard Burgess 
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444 Madison Avenue, New York 22 


Tv Age Reader 
I’ve long been a reader of TELE- 
VISION AGE and want you to know that 
I’ve often used the publication as a 
guide to augmenting our own informa- 
tion and thinking re tv media analysis, 
programming, etc. 
NoRMAN GLADNEY 
Reach, Yates & Mattoon 
New York 


More on Ludgin 
I am sure I do not need to tell you 
that your article on our company was 
a very fine job. We have had a number 
of very pleasant comments about it. 
Vincent R. Biss 
President 
Earle Ludgin & Co. 
Chicago 


News Coverage Article 

I would like to congratulate you on 
your January 28 issue, particularly the 
story and pictures of news coverage by 
the stations. 

As the founder, and for ten years 
director, of WGNY Newburgh, New 
York, I know stations are keenly in- 
terested in articles concerning their 
own activities. 

PETER GOELET 

President 

National Audience Board 
New York 


Your “Tv News” article in the Janu- 
ary 28 TELEVISION AGE was undoubt- 
edly the most complete roundup of the 
nation’s tv news operation yet ac- 
complished. Congratulations. 

GeorcE VICKERY 
wtvJ Miami 


Nice going on your tv news article 
in the January 28th issue. It was de- 
served recognition for an important 
group of specialists who are con- 
stantly improving the coverage and 
presentation of this vital part of our 
programming. 

We take much pride in our own news 


operation and find that we are con- 
stantly spending more money in this 
department. WTRF-TV now has regularly 
scheduled live news shows seven nights 
a week. All sponsored. | concur com- 
pletely with Hoyt Andres’ remarks in 
your excellent article. 
Rosert W. Fercuson 
Executive V.P. and Gen. Mgr. 
wtRF-Tv Wheeling 


Let me congratulate you on the ex- 
cellent news coverage article in the 
latest issue of TELEVISION AGE. 

J. S. Sinciair 
WJAR-TV 
Providence 


Speaking for myself and our entire 
newsroom staff, may I thank you most 
sincerely for your excellent coverage 
of television news. 

ByRON KRASNE 
News Director 
KOLN-TV Lincoln, Neb. 


Texarkana Omitted 


. . . In the December 31 issue you 
have published a list of film directors 


great 





coing, 


Lloyd 


and/or film buyers for all stations, 
but I cannot find Texarkana listed 
under Arkansas or under Texas. For 
your information our film director is 
Robert L. McCay and our film buyer 
is Walter Windsor. 

In the January 14 issue, on page 71, 
you quote a list of all the stations in 
this area on which Duncan Coffee Co. 
is advertising its Admiration and 
Maryland Club brands. KcMc-Tv 
Texarkana is not listed for either 
product, although we are currently 
carrying six Admiration spots per 
week and eight Maryland Club spots 
per week, and have consistently car- 
ried a schedule for Duncan Coffee for 
3% years. 

I didn’t realize TELEVISION AGE had 
withdrawn diplomatic recognition, but 
this coincidence leaves me wondering! 


WALTER M. Winpsor 
General Manager 
KCMC-TV Texarkana 


Note: Our sincere apologies for the omis- 
sions. However the withdrawal of diplomatic 
recognition is not by us. Perhaps it is by 
the U. S. Postoffice Department. Question- 
naires were sent to KCMc-Tv on both of these 
articles and Tv AcE did not receive answers 
(Continued on page 19) 






LLOYD YODER 
WRCV-TV, 
PHILADELPHIA, PA. 


for boosting time slot rating 


by 262%" with egpe No. 1 in time slot. 


Sponsors: Mrs. Smith’s Pies 


*ARB, Oct. 1956 


and Freihofer’s Bread 






for your market availabilities, 

call, write or wire 

ABC Film Syndication, 

1501 Broadway, New York e LA 4-5050 
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Nearly a quarter of a million reprints of TELE- 





VISION AGE articles and special features have 


been sold during the past 30 months. 


This is positive demonstration of the TELEVISION 
AGE editorial vitality ... proof of the depth in 
which TELEVISION AGE serves the television 


business. 





er 
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Here is a partial list of subjects covered during the past two-and- 
a-half years by TELEVISION AGE, and made available in reprint 


form: 


Co-op Advertising and Tv 


Ft. Wayne Study (what happens when Tv comes to town) 


Up They Go (small agencies and Tv) 

Daytime Tv 

How to Rate Ratings 

Eisenhower, Tv President 

Kenyon & Eckhardt (agency profile) 

The Missing Giant (Tv and department stores) 
The ARB Story 

Tv Timebuyers of the U. S. (published annually) 
Taxes and Tv 

Facts on Color Tv 

General Foods on the March 

Are Timebuyers Obsolete? 

Fall Film Outlook 

General Motors (how Tv fits in sales drive) 
What Price Film Commercials 

Courting the Law (Bar Association on Tv) 
Procter & Gamble story 

In the Public Interest (report on public service) 


What's Wrong with Rate Cards? 


Put a Head on Sales (brewers’ use of Tv) 


Rich Rural Markets (Tv and farm programming) 
Product Group Success Stories . . . 
Bakeries & Bakery Products 
Dairies & Dairy Products 
Banks & Savings Institutions 
Dry Cleaners & Laundries 
Groceries & Supermarkets 
Furniture & Home Furnishings 
Home Building & Real Estate 
Jewelry Stores & Manufacturers 
Nurseries, Seed & Feed 
Hardware & Building Supplies 
Soft Drink Distributors 
Travel, Hotels & Resorts 
Sporting Goods & Toys 
Drugs & Remedies 
Gasoline & Oil 
Shoe Stores & Manufacturers 
Farm Implements & Machinery 


Electric Power Companies 
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Louisville’s 


BEST KNOWN FIGURE 
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The WHAS-TV Channel 11 figure here reminds homemakers 
that “Good Living” at 10:00-10:30 am daily, answers many of 
their problems. Changing attire, the versatile and always 
identifiable figure appears on promotion slides at other hours for 
WHAS-TV’s outstanding teen-age show, “Hi Varieties”. 
Whether the setting is a kitchen or club house, viewers 
know the Channel 11 figure represents quality, good-taste 
programming, well produced shows suitable for the entire family. 
He should remind you that for selling results, individual 
and distinctive treatment, your advertising deserves the impact 
of programming of character. In Louisville, WHAS-TV 
programming PAYS OFF! 


Are you participating ? 


VICTOR A. SHOLIS, Director 

NEIL CLINE, Station Mgr. 
Represented Nationally by Harrington, Righter & Parsons 
Associated with The Courier-Journal and Louisville Times 





BASIC CBS-TV Network 
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Letters (Continued from page 1,5: L k e f T 
to either. Can it be that Uncle Sam is divert- | oo ing or V 


ing your mail? | 


a ae Success Stories? 


. the TeLEvision AGE “Source 
Book of Tv Success Stories” . . . a very Then look no longer. The TELEvisION AGE series of Product Group 
fine job . . . and I am sure the trade 


; Success Stories takes up each field of business separately, goes into 
will be very eager to get copies for 


sie ove dines its problems and strong points, then outlines in detail the many ways 


Lew KanTEeR | firms in each field have met their problems through television adver- 
Editor tising. 
Food Topics 





New York City 


Each article includes dozens of actual television success stories. 


Your TELEVISION AGE “Source Book These tried and tested formats will help you show hard-to-sell 
of Tv Success Stories” is a valuable prospects how they can use tv to build their sales. 


compilation and I know you'll have 
much success with it. Reprints are available at 25¢ each, 20¢ in lots of 10 or more. Just 
Mary SEAMAN 

Editorial Director 
National Furniture Review 


Chicago 


fill out the coupon. 


Reader's Service 
Please send us a copy of your re- a 

cently published booklet containing Television Age 

over 300 case histories of tv success 

stories. 444 Madison Avenue, New York 22, N. Y. 

Nosr TAKAHASHI 


: Please send me reprints of the Product Group Success Stories: 
Director | 
| 








servicing local and regional accounts. 


(— Please enter my subscription for TELEVISION AGE for one year at $7. As a 
premium I will receive a copy of the Source Book of Success Stories 
which includes the first 15 of the above Product Groups. 


GraHaM H. Moore 
Director of Sales 
KSBW-TV Salinas-Monterey 


ae 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
Industry Statistical Analvsts | Number of copies Number of copies 

icag | 
Chicago | | Bakeries & Bakery Products ————_ Travel, Hotels & Resorts -— 
Note: For order form on this and other | Dairies & Dairy Products - - Sporting Goods & Toys 
product group stories, see this page. | | 
| | Banks & Savings Institutions - - Drugs & Remedies | 

| | 
Interest in Movies | Dry Cleaners & Laundries —— Gasoline & Oil 
... “Viewers Like Big-Time Movies” | 
I found extremely interesting | Groceries & Supermarkets —— Shoe Stores & Manufacturers | 

pare soe sting. 

ne ' | 
Of special interest to me and to you | Furniture & Home Furnishings ————- Farm Implements & Machinery ; 
is the fact that I know from personal | 
experience that the article stimulated a Home Building & Real Estate ————_ Electric Power Companies | 
great deal of interest in feature films on | Jewelry Stores & Manufacturers - Gas Companies 
the part of some of our important ad- | 
wentionte | | Nurseries, Seed & Feed ——— Telephone Companies i 

5. | 

a 
, Sam Cook Dicces | | Hardware & Building Supplies ————- Insurance Companies 
General Manager | 
wcks-tv New York City | Soft Drink Distributors ———— Coffee Distributors | 
| 
Name | 
Success Story File | Position ___ 4 rey = 
We always look forward with a Company__ beaat 
great deal of interest to your “Product | nie 
Group Success Stories” and we have | a aor “ : | 
built a complete file of them. We find City oa = State | 
are, ; o 
them very helpful in selling to and | he C Bill me 
| 
| | 
| | 
| | 
. 
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the new self-liquidating 
S-E silver dollar plan for boosting power! 
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WATTS... 


There are a number of VHF-TV stations for whom the S-E Silver Dollar Plan represents a practical way 
to add profitable revenue. Through the addition of a 25-kilowatt S-E “Add-A-Unit” Amplifier—these stations 
can now add signal strength and viewers . . . to obtain more profitable time charges. The tost of the amplifier 
is only $25,000 . . . half the cost of previous models of this type . .. an achievement made possible by new 
manufacturing techniques which have substantially reduced production time. Expansion 
can be made without disposing of or replacing your present equipment. Let us show you... with facts and figures based on 
your station’s present and potential signal coverage . . . how The S-E Silver Dollar Plan can add profitable 
new income which pays for your station’s expansion. Write at once to William Zillger, Vice President, 
Standard Electronics Corporation, 285-289 Emmett Street, Newark 5, New Jersey. 


standard electronics corporation 


A SUBSIDIARY OF DYNAMICS CORPORATION OF AMERICA, INC. 
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> in BALTIMORE WBAL-TV's 
_ SATURDAY Vara (ele) PROGRAMMING — 


REALLY STANDS ouT! 
























bed Whe), Tc) 
CASSIDY 


Participating Sponsorship 





BUFFALO BILL, JR. 


Sponsored by Mars Candy 


r Stele) 
77th BENGAL LANCERS 


Sponsored by General Foods 





SKY KING 


Sponsored by National Biscuit 


5:00 
ROY ROGERS a solid 3} hour block of 


Sponsored by General Foods - - 
=:30 shows for family viewing 
ANNIE OAKLEY co-ordinated by Jarrett ‘‘Patches’”’ Lickle 


Veteran of Godfrey's Talent Scouts and Kaptain Kangaroo 





Sponsored by Carnation’s Friskies 


WBAL-TV Saturday afternoon programming is outstanding . . . solid 

6:00 ; with favorite shows popular with the entire family! “Patches” as M.C. 
throughout the afternoon gives it the festive appeal of one big party. 

FOREIGN LEGIONNAIRE Many of these shows are available for participating or co-sponsorship. 
Sponsored by Chunay Chocolates Your nearest Petryman, or any of the fellows at WBAL-TV Sales will 





gladly give you complete information. 


W BAL=TYV Channel 11 BALTIMORE [EG 


Nationally represented by The Edward Petry Co. Inc. 
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Integrated Schlitz Campaign 

Schlitz Brewing Co. and its agency, J. Walter Thompson, 
Chicago, has worked out an integrated advertising cam- 
paign. Theme of commercials on its big spot and network 
television drive will be supported by print advertising. 
(See Spot Report) Commercials will make their first ap- 
pearance on stations in March. They were worked out by 
the agency and brewery executives incorporating sugges- 
tions made by John Toigo, formerly with Biow, Biern & 
Toigo, but now director of merchandising for Schlitz and 
a member of the board. 


Daytime Viewing Up 

Growth of daytime viewing continues, according to latest 
Nielsen studies just released by the Television Bureau of 
Advertising. The average daytime tv advertiser reached 
18 per cent more homes during the week and 24 per cent 
more homes during the week-end in 1956 than he did in 
1955. Viewing for any given minute of the morning, after- 
noon or evening is up in January 1957 over 15 per cent 
over January of last year, the report continues. 


Soft Drink to Use Tv 

Announcement is expected any day of over $2 million 
for television, billboards and radio in a summer campaign 
for one of the bigger national cold drink brands. Success 
of Coca Cola with national spot television is believed di- 
rectly responsible for decision of this competitor to lean 
so heavily on the visual medium. 


Candy Makers Spend $30 Million 

Although 1956 was the best year in the history of the 
candy industry and 1957 promises to be even better, candy 
manufacturers plan to up their advertising budgets only 
slightly as compared with last year. This is the prediction 
of the industry’s trade publication Candy Industry and 
Confectioners Journal. The magazine’s survey shows that 
38 of the largest candy advertisers shelled out $30.1 mil- 
lion for all advertising in 1956, which was almost $6 
million more than they had spent in 1955. For this year 
the top 38 manufacturers indicate that they will spend 
$33.8 million for all media. The runaway leader in the field 
is William R. Wrigley Jr. Co., slated to stick $8 million into 
advertising. Mars, Inc., with an expected $2 million outlay 
is next. Nine other firms plan to spend $1 million or over. 
These are, in order: Peter Paul, Life Savers, Planters, 
Brach, American Chicle, Curtiss, The Sweets Co., Whit- 
man’s and Hollywood. 


Calgon to Use Spot 

Spot television will get a good share of the 1957 adver- 
tising drive set for Calgon Co., through Ketchum, MacLeod 
& Grove, Inc., Pittsburgh. The program for Calgon house- 
hold products—water conditioner, electric dishwashing 
detergent, multi-purpose household cleaner and bath scent 


—-calls for national magazines, spot and network radio and 
tv spot schedules in 36 markets during the first half of 
this year. In the fall there will be a continuation of the 
joint Norge-Calgon promotion begun last fall. 


One Station’s Public Service $4 Million 

wcss-Tv New York City o&o for CBS Television spent 
$689,298 in out-of-pocket expenditures for public service 
during 1956, according to a report made to TV AGE by 
Clarence Worden, director of public affairs for the station. 
In addition time used for the station’s public service ac- 
tivities was valued at $3,527,161, figured at rate card 
values. Total value of public service for this one station 
came to $4,216,459 for the year. The TV AGE quarterly 
public service report for all of television for the final 
quarter of 1956, together with total national figures for 
the entire year, will be included in the April 8 NARTB Con- 


vention Issue. 


P & G's “Better Way” 

Procter & Gamble expects a million people a year to see 
its new “house film” over the next few years during which 
it will be shown to club, civic and industrial groups 
throughout the country. Titled A Better Way, the half-hour 
color film depicts various phases of and reasons for P&G 
advertising, marketing methods, employe relations and 
research on and improvement of its products. P&G officials 
say that the film was produced as an answer to the 75,000 
letter queries on these subjects sent in to the company 
annually. 


Plastic Dinnerware Council Forum 

Seventeen manufacturers of melamine dinnerware have 
joined to form a Melamine Council. The primary purpose 
of the new Council is to promote dinnerware made out of 
melamine, a quality plastic material. Included in the 
group of manufacturers are such spot television users as 
Boonton Moulding Co., The Branchell Co. and Interna- 
tional Molded Plastics, Inc. The group has not as yet ap- 
pointed an agency, but this step is expected in the near 
future. Carl Byoir and Associates, N. Y., is handling the 
promotion. 


New Dressing Flavor 

Perkins Division of General Foods Corp. is introducing 
the sixth flavor in its series of Good Seasons Salad Dress- 
ing Mixes, called American French. General Foods ex- 
pects to reach national distribution by April of this year. 
Starting in May the new flavor will be promoted in news- 
papers, magazines, radio and network television. The com- 
pany’s December Bride show will begin the products tv 
advertising on May 13 and will continue plugging it 
through the summer. Foote, Cone & Belding, Chicago, 
handles American French. 
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For the first time—all under one roof—the tremendous 
physical and technical resources of M-G-M's 185-acre 
Culver City lots are yours to command. 


Here is a city within a city—giant stages and sets, prop 
and make-up departments, story development, research 
experts—and much more. 


The most modern camera equipment and M-G-M's own 
laboratory are geared up and ready-to-go to give you 
split-second action on the production, processing and 
“on-time” delivery of black-and-white or color TV film 
commercials. 


The personnel and artisans employed on your commer- 
cials or industrial films are the same people that have 
made M-G-M the most famous trademark in the history 
of entertainment. 


: 
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...on a golden platter! 


MGM-TV OFFERS THE WORLD’S GREATEST 
STUDIO AND ITS FABULOUS FACILITIES FOR 
THE PRODUCTION OF TV COMMERCIALS! 


The same animation department which has consistently 
won awards for its “Tom and Jerry” and other cartoons 
can now create characters for you. 


All this at competitive prices. Your inquiries are cordially 
invited — today! 


A SERVICE OF LOEW'S INCORPORATED 


1540 Broadway, New York 36, N.Y. 
JUdson 2-2000 





Y Virgil “Buzz” Ellsworth 
Director of the Commercial and Industrial Dept. 
M-G-M Studios, Culver City, Calif., TExas 0-3313 

















Business barometer 





Network business was up in November, but local billings dropped slightly, the 
TELEVISION AGE Business Barometer indicates. 








The exclusive survey shows that network billings LOCAL BUSINESS 
were up 2.4 per cent over October, while 
local business dropped .7 per cent. 


The gain in network billings was only about 1 per 
cent less than the 3.5 per cent increase 


Shown for the same period in 1955. In 1954 
the network increase was 4.6 per cent in 
November, and in 1953 it was 6.6 per cent. 








June July August Sept Oct N« 








Study of the four-year period shows the steady 
decline in percentage gains of network 


billings. A gain of 2.4 per cent in 1956, 
3.5 in 1955, 4.6 in 1954 and 6.6 in 1953. 








This list of percentages seems to summarize the 
network billing picture—while billings 
totals are still growing, they are gradu- 
ally leveling off with each subsequent 
year showing a slightly lower gain than 
the year before. 








Local billings over the four-year period show a 
much more changing picture. 














In 1956 local business in November was off .7 per f t : 5 
cent from that the month before. In 1955 10 
the same period Showed a gain of 3.4 per cent. 








The November report for local in 1954 was off 2.5 per cent. In 1955 there was an 
increase of 3.5 per cent. 





NETWORK BUSINESS It_ would seem that for some totally unscientific 
Sune July August Sept. Oct. Nev. reason November local billings are best in 
—I T ~—— odd-numbered years. Gains were scored in 
+100 1953 and 1955, losses in 1954 and 1956. 


95 











A study of the local business chart on this page 




















+ st will show that the general yearly trend 
+ 85 has always been toward higher totals. 
80 
75 The Business Barometer report on national spot 
70 billings for December will appear in the 
63 March llth issue of TELEVISION AGE. 
se The copyrighted Business Barometer reports have 
vx now appeared in TV AGE for a period of 59 
- 50 months. They are prepared on the basis of 
15 reports made by stations in all sizes and 
40 types of markets. 


35 
30 These reports are made directly to Dun & Brad- 


street. That firm compiles percentages 








es from these reports, which are furnished to 
f— jt 20 i the editors of TELEVISION AGE. Analysis of 
}——__+_1 i—_— + 15 these percentages is by the magazine and 


10 its advisors. 


Over the three-year period since the Business Barometer first appeared in TV AGE 
the accuracy of its television business trends has been affirmed by the 
yearly industry figures released by the FCC. 
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OFFICIAL FILMS, inc 


25 West 4th Street, New York 36, N.Y. 
Plaza 7-0100 








uwvruro Newsfront 


-————_-———_—_’ 


Spot television near $400 million in ‘56 . page 27 
Creative end important on tv, says Frey . page 47 
ABC-TV bids for a place in the sun . . . page 47 


BIG SEVEN OF SPOT. More than 
two-thirds of the advertising dollars 
spent in spot television last year came 
from seven product categories. 

The Big Seven, which are among 30 
categories listed by the Television 
Bureau of Advertising, came in for 
$276,370,000 out of the year’s total of 
$397,498,000. That’s more than $11 
million over the two-thirds mark. 

For the first time this month, spot 
tv expenditures are available for a 
full calendar year. Along with release 
of fourth-quarter totals, TvB has issued 
the annual figure and yearly totals by 
product category. 

Leading group, spending three times 
as much as the runner-up, is food and 
grocery products. Total for the po- 
tables was $107,615,000. Cosmetics 
and toiletries and ale, beer and wine 
were close together in second and 
third place; respective totals: $34,240,- 
000 and $34,237,000. 

Others in the top seven: drug prod- 
ucts, $32,026,000; tobacco products, 
$30,390,000; confections and _ soft 
drinks, $21,576,000; household laun- 
dry products, $16,286,000. 

The top ten companies in spot 
spending for 56 accounted for $82,- 
892,000, more than a fifth of the an- 
nual total. 

The biggest of them all, Procter & 
Gamble, totaled $17,521,900. Brown & 
Williamson Tobacco Co. was next 
with $11,288,700. General Foods was 
number three with $9,411,400. In or- 
der, the rest of the top ten were Ster- 
ling Drug, $8,823,400; Philip Morris 
& Co., $7,369,400; Colgate-Palmolive, 
$7,314,600; National Biscuit Co., $5,- 
536,500: Miles Laboratories, $5,354.- 
700; Continental Baking, $5,264,900; 
Kellogg Co., $4,815,100. 


ANNOUNCEMENTS LEAD. More 
than half of the year’s total spot 


money went into night announcements, 
ID’s, participations and shows. Total: 
$222,517,000 (56 per cent). Daytime 
spending accounted for 34 per cent, 
$135,339,000. Late night took the re- 
maining ten per cent, $39,642,000. 

Announcements were the most popu- 
lar type of commercial, taking 44.4 
per cent of the annual billings— 
$176,429,000. Participations totaled 
$90,541,000, or 22.8 per cent. Shows 
came in for 21 per cent, $83,722,000. 
The remaining 11.8 per cent went to 
ID’s—$46,806,000. 

In the fourth quarter of 1956, spot 
advertising totaled $107,842,000. The 
total for the fourth quarter of 1955, 
the first one tabulated by TvB and N. 
C. Rorabaugh, was $103,827,000. The 


top ten advertisers in 1956 spent 
slightly more than the top ten of °55. 
Their total was $19,720,000, against 
$19,148,000 for °55. The top 20 in 
1956 were close to $2 million ahead 
of the top 20 for °55. 

And in 1956, spot’s fourth quarter 
had 16 millionaires compared with 13 
for the final quarter of °55. 

The leaders for the fourth quarter 
of 1956 were Brown & Williamson To- 
bacco Co., $2,866,700; Sterling Drug, 
$2,391,600, and Procter & Gamble, 
$2,324,400. 

In the near future TvB will release 
an annual report on spot-tv spending, 
listing all national and regional spot 
advertisers in 1956 and their expendi- 
tures by brand. 

“For the first time,” says Norman 
Cash, Bureau president, “advertisers 
will be able to see how their brands 
rank among the competition in this 


(Continued on page 47) 





Rank, 
fourth 
quarter, 

1956 


Sterling Drug, Inc. 
Procter & Gamble Co. 


General Foods Corp. 
Philip Morris & Co. 
Colgate-Palmolive Co. 
Robert Hall Clothes 
Anahist Co., Inc. . 
Lever Brothers Co. 
National Biscuit Co. 
Ford Motor Co. 
Carter Products, Inc. 


CcCanrnthaunhwn = 


Coca-Cola Co./Bottlers 
Kellogg Co. 


Bulova Watch Co. 





Brown & Williamson Tobacco Co. 


Continental Baking Co. 


Miles Laboratories, Inc. 
Grove Laboratories, Inc. 
Corn Products Refining Co. 


Liggett & Myers Tobacco Co. 


Top Spot Tv Advertisers 


Estimated Rank, 
Expenditure fourth 


fourth 
quarter 
1956 
$2,866,700 2 
2,391,600 4 
2,324,400 l 
2,012,800 24 
1,939,200 3 
1,924,100 12 
1,775,900 10 
1,664,400 8 
1,523,100 16 
1,297,800 
1,180,300 
1,178,500 
1,167,200 
1,162,200 
1,043,400 
1,018,400 
978,400 
976,100 
975,600 
910,700 


quarter, 
1955 
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THE GREATEST 
AUDIENCE SWING 

IN DAYTIME 
TV HISTORY... 


is now taking place. Viewers by the mil- 
lions are shifting to NBC’s power-packed 
line-up of daytime hits. 

















And the trend is unmistakable—no 
matter which research service you use 
— Nielsen, ARB or Trendex. 


According to Nielsen, NBC average day- | 
time audiences are up 43x over last | 
year’s.* The competition is down 12%. So 
great is the appeal of these fresh new 
shows that the entire level of daytime 
sets-in-use is being raised. 





Afternoons, NBC, with a 49x increase 
over last year, is clearly the Number One 
Network. The second network has 
dropped 7%. Queen For A Day and 
Comedy Time are the two top-rated, 
regularly-scheduled adult programs in 
all daytime television. 


Mornings, NBC has scored a 27% up- 
swing in the 11 am-1 pm time period. 
At the same time the competition has 
dropped 16%. 


Advertisers, too, are moving toward NBC 
daytime shows, attracted by their strong 
line-up of star sales-personalities. This 
January, sponsored time on NBC day- 
time has increased 40% over last January. 










Daytime or evening, more people view the 


pa-aey TELEVISION 
NETWORK 


than any other network.** 






*Nielsen, Jan. 1, 1966-1967 (11 am—5:30 pm, M-F) 
~ 
**Nielsen Coverage Service, Study #2 (Spring 1966) Weekly Viewing Data 




















On New Year’s Eve, 1955, WBTV originated 
its first local live color program . . . becoming 


Q Te levioion- aa the first TV station between Baltimore 
() OL Je and New Orleans to be completely 


equipped for color telecasting. 











| Face to the future, WBTV has invested 
; more than $300,000 in color telecasting 
of equipment alone . . . this in spite of a color 





set count of less than 1000 as compared with 
more than a half million regular receivers! 


In equipment, programming, engineering, 
promotion, research, merchandising and 
market development, Jefferson Standard 
Vision is your guarantee of greater 
sales results. 


Contact CBS Television Spot Sales or WBTV 
at your first opportunity for the complete 
story of “Vision in the Carolinas.” 












BIV 


CHARLOTTE 


Top Four 


JEFFERSON STANDARD BROADCASTING COMPANY 
“VISION IN THE CAROLINAS” 























Focus on color 


and set sales. advertisers think more 


in terms of multi-hued medium 


he inevitability of color as the eventual 

T predominant medium of television trans- 
mission is doubted today only by the most short- 
sighted and unrealistic among the broadcasting 
and advertising fraternity. Color has definitely 
hecome a fact of tv life; the only question now 
is how soon it will evolve as a way of tv life. 
In the two dozen months since TELEVISION AGE 
first began to survey the tint-tv picture annually 
and nationally, that picture has been coming into 


focus with a definition which renders academic’ 


any arguments about color other than the tem- 
poral one. TV AGE’s third annual appraisal of 
pigmented programming indicates with even 


With stepped-up programming 
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greater clarity that there now can be no basis 
for any lingering industry color-blindness. 

In January 1955 there were less than 9,700 
color tv sets in American homes. A year later 
some 44,000 tint receivers had been sold, more 
than 17,000 of them during the last two months 
of 1955. By the fall of 1956 the number of 
color sets in consumer hands had reached 95,800, 
and at the end of last year it stood at 131,000. 
Currently the figure exceeds the 200,000 mark. 

In relation to the nearly 40 million black- 
and-white receivers in tv homes throughout the 
country that figure is perhaps preposterously in- 
consequential. It is also, as a statistic in itself, 


















unimportant. What is significant, how- 
ever, is the increasingly sharp accelera- 
tion of color-set buying that becomes 
arrestingly apparent when today’s total 
is correlated with previous figures over 
the past two years. Rate and nature 
of growth are of far more consequence 
in this instance than sheer weight of 
numbers. 

Principally responsible for the sales 
strides taken by color sets since last 
summer has been the greatly stepped- 
up tempo of chromatic programming. 
With the start of the 1956-1957 season 
the National Broadcasting Co., acting 
in concert with its parent, the Radio 
Corp. of America, to promote color 
to the hilt, increased its tinted fare 
500 per cent over last year, which has 
resulted in the present NBC schedule 
of between 55 and 60 hours of net- 
work color shows a month. 


More CBS-TV Color 


The Columbia Broadcasting System, 
with no manufacturing stake in color 
video since the closing down of its 
tv-set division last year, has neverthe- 
less intensified its own multichrome 
programming considerably this season. 
The network is presently offering 15 
to 20 hours of color a month, repre- 
senting a 350-per-cent increase over its 
tint presentations of a season ago. 

NBC-TV’s all-out color-program 
campaign—one or two major shows 
every night, in addition to one-shot 
spectaculars, with as many as three 
straight hours of color aired on some 
evenings—is, of course, sparked by 
the determination of RCA and its 
chairman of the board, Brig. Gen. 
David Sarnoff, to spare no time, effort 
or expense in putting color television 
over as completely—and as quickly 
—as possible. 

Gen. Sarnoff is succinct on the sub- 
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ject: “Fhe future of television is in 
color.” He believes that “we will wit- 
ness acceleration on all fronts of color 
tv as a new dimension in entertain- 
ment, education, news and sports, as 
well as in advertising and merchan- 
dising.” 

Because of the progress achieved in 
color in 1956, Gen. Sarnoff says, “It 
seems reasonable to expect that some 
other manufacturers will follow us and 
enter the color-tv field before long. 
Competition in color programs and in 
sales of color sets will stimulate spon- 
sorship and expedite the growth of the 
industry.” 

Unfortunately for the rapid uni- 
versality of color hoped for by its 
most ardent proponents, not all the 
large electronics manufacturers are as 
bullish about rainbow-hued tv as is 
RCA. In the making, selling and pro- 
moting of color sets RCA is still going 
it almost alone; of the half-dozen or 
so major firms which account for 75 
per cent of the total business in tv 
receivers, only RCA is actively push- 
ing color. 

Speaking for General Electric, Her- 
bert Riegelman, general manager of 
the company’s television-receiver de- 
partment, says, “G.E. has under con- 
stant surveillance color television’s 
prospects, and it confidently expects 
color, in the future, to develop into 
a significant factor in the overall tv 
industry volume. At the present time, 
color television is not a demand item, 
and we anticipate no selling-price re- 
duction in the near future which will 
change this situation.” 

Benjamin Abrams, president of 
Emerson Radio and Phonograph Corp., 
is also exercising caution where color- 
set manufacturing is concerned. “Our 
present policy,” he told TELEVISION 
AGE, “is to continue production of 


> 


color receivers on a conservative basis, 
and this we have carried on for the 
past two years. 

“We find, at present, only a mild 
interest on the part of the public to 
purchase color receivers at existing 
prices, and this interest is expected 
to increase during the last six months 
of 1957, when more color telecasting 
will take place. Our plans are to in- 
crease production only as interest in 
color expands.” 

Last fall Mr. Abrams predicted that 
color sets would be retailing for 
around $250—as against the lowest 
current price of $495—by 1958, at 
which time, he said, the demand should 
be great enough for a 750,000-set an- 
nual volume. Until then, he added, 
manufacturers of color receivers will 
not be able to turn the operation into 
a profit. His own company had lost 
a million dollars in two years of color- 
set production, Mr. Abrams stated 
at the time. 


Matter of Timing 


To Chris J. Witting, vice president 
of Westinghouse Electric Corp. and 
general manager of its Consumer 
Products Division, chromatic video is 
“a matter of timing.” “Westinghouse,” 
he says, “has every confidence in color 
television as a major element in this 
great medium, both from the stand- 
point of the influence it can have in 
reviving high-ticket receiver sales and 
in broadening its usefulness as a me- 
dium. There is certainly no doubt 
about the fact that the addition of 
color enhances some types of programs 
and steps up the attractive information 
that can be put on a screen. 

“But getting color off the ground is 
a matter of timing. You will remember 
that Westinghouse marketed the first 
color-television set available at retail, 











and costly experience leaves no doubt 
that we were early. Again, we an- 
nounced last April that we would 
market a receiver with the industry’s 
first 22-inch, all-glass rectangular color 
tube. Westinghouse is continuing in 
1957 to manufacture a color receiver 
as we did in 1956. Extensive field test- 
ing to date, meantime, is helping us 
achieve production improvements that 
promise to cut costs sharply.” 

About six weeks ago Litton Indus- 
tries, manufacturers of advanced elec- 
tronics systems, concluded a licensing 
agreement with Paramount Pictures 
for the use and manufacture of the 
Lawrence “Chromatic” color-tv tube 
owned by the film company. Litton will 
use the tube, developed by Dr. Ernest 
O. Lawrence, in the industrial and 
military fields, while the Allen B. 
DuMont Laboratories, Inc., prepares 
to produce tv sets containing the tube 
for home use. 

“DuMont’s plans for color tele- 
vision,” says David T. Schultz, presi- 
dent of the firm, “are based upon our 
engineering development program for 
the single-gun ‘Chromatic’ color-pic- 
ture tube. This program is aimed at 
the commercial production of this tube 
and the television receivers which 
utilize the tube.” 

Paul Raibourn, vice president of 
Paramount and chairman of Chro- 
matic Television Laboratories, Inc., 
has stated that DuMont would have 
refined prototypes of the Lawrence 
tube for home color-tv sets ready for 
production by early summer, with the 
sets on the market by fall at a price 
“somewhere under $400.” 

James M. Skinner Jr., president of 
Philco Corp., believes that “there will 
be a gradual increase during 1957 in 
the number of color receivers manu- 
factured and sold. The coming of color 


David Sarnoff, board chairman, 
RCA: “The future of television is in 
color ... This year we will witness ac- 
celeration on all fronts of color tv as a 
new dimension. . .” 





Chris J. Witting, vice president, 
Westinghouse Electric, general man- 
ager, Consumer Products Divisions: 
“Westinghouse has every confidence in 
color television as a major element in this 
great medium. . .” 





Herbert Riegelman, general man- 
ager, tv receiver dep’t, G.E.: “‘Gen- 
eral Electric . . . confidently expects 
color, in the future, to develop into a 
significant factor. . .” 





James M. Skinner Jr., president, 
Philco: “. . . The coming of color tele- 
vision will be evolutionary—not revolu- 
tionary. . .” 





Benjamin Abrams, president, Emer- 
son: “... Our plans are to increase pro- 
duction . . . as interest in color expands.” 





David T. Schultz, president, Du- 
Mont Laboratories: “DuMont plans 
for color television are based upon our 
engineering development program for 
the single-gun Chromatic color picture 
tube. . .” 





Don G. Mitchell, board chairman 
and president, Sylvania: “. . . Color 
sales are expected to increase somewhat 
over last year . . . Price still is the major 
stumbling block.” 





Morris Sobin, president, Olympic: 
“< . . When we feel the (color) market 
is ready from a merchandising stand- 
point, we can get into production almost 
immediately.” 
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television will be evolutionary—not 
revolutionary. The public wants tech- 
nical improvements in receivers, 
greater fidelity in color broadcasting 
and more color programs before it 
will purchase color sets in large 
volume. 

“While considerable progress is 
being made,” he continues, “much 
remains to be done in these areas. 
Color tv will be a great business for 
the entire electronics industry, and a 
great new service for our customers, 
when technical improvements make it 
possible to offer color to the public 
with confidence.” 

While Mr. Skinner sees the need for 
technical betterment as the principal 
brake on the color timetable, Don G. 
Mitchell, chairman and president of 
Sylvania Electric Products, Inc., points 
to price as the main deterrent. 

“Color sales are expected to increase 
somewhat over last year, but color 
still will not hit its full sales potential 
for some time to come,” Mr. Mitchell 
declares. “Price is still the major 
stumbling-block. Other factors are the 
technical aspects, especially the relative 
efficiency of the color set, and both 
the quantity and quality of program- 
ming.” 

Robert W. Galvin, president of 


Color for spectaculars: Mayerling on Producers’ Showcase. 


Motorola, Inc., strikes a more opti- 
mistic note in disclosing that his com- 
pany “is producing and moving color 
sets daily. We can build to the market 
demand as it grows. I expect that our 
production will be in the thousands 
during the coming months.” On the 
opposite side of the fence, however, is 
Morris Sobin, president of Olympic 
Radio and Television. 


Extremely Complicated 


“Color television is currently an un- 
profitable business,” Mr. Sobin opines, 
“and the number of sets which have 
been sold is unimpressive, considering 
the length of time it has been on the 
market. Also, it is an extremely com- 
plicated business engineering and pro- 
duction-wise, with a potential which, 
at the present time, does not justify 
the tremendous effort involved. 

“However,” supplements Mr. Sobin, 
apparently well aware of the dangers 
inherent in being caught off base, “we 
have a staff of engineers spending full 
time on development, and our factory 
is completely wired and equipped for 
color. When we feel the market is ready 
from a merchandising standpoint, we 
can go into production immediately.” 

Some pro-color industryites (not 
necessarily in the vicinity of 30 





Rockefeller Plaza) regard this sort of 
thinking as an unjustifiable excuse on 
the part of other manufacturers to sit 
on the sidelines and let RCA carry 
the ball alone while they wait to see 
what the score is before getting off 
the bench and into the game. The color 
coterie wants everybody in there pitch- 
ing, promoting and selling the spec- 
trum en masse, figuring that such 
concerted action can’t fail to broaden 
the market much more quickly and 
easily. 

In all fairness, there is a pretty 
sound economic reason behind the 
reluctance of the other major manu- 
facturers to join RCA in actively push- 
ing color tv. In selling 102,000 color 
sets last year RCA wound up losing 
$6.9 million on its overall tint ac- 
tivities during 1956. That may not be 
a great deal to a highly profitable 
billion-dollar corporation which looks 
upon it as an investment in future 
gains, but such a deficit could very 
well break some of RCA’s competitors. 

Although the price of receivers- 
ranging from the low of $495 upwards 
to $895 
obstacle to fast and complete public 


would seem to be the chief 





acceptance of color tv, some students 
of economics nevertheless believe that 


(Continued on page 68) 











A 
Color for quiz shows: Hold That Note on NBC. ra 


Color for weathercasts: WRCA-TV’s Antoine. 


Color for regular weekly half-hour film series: costume adventure with NBC's Sir Lancelot. 











Are producers making more 


color film? Will advertisers 





order more tint spots? 


Multi-hued commercials 





Transfilm tints for U.S. Rubber’s Kedettes. 


MM": producers are making more 


color commercials for more 
color-conscious advertisers. Although 
the production increase in 1956 over 
the preceding year, as determined by 
a special TELEVISION AGE survey, was 
small, it was definitely up, pointing to 
a greater rise to come. 

TELEVISION AGE sought to find out 
from the tv-film producers themselves 
what was in store for color in 1957. 

“It is most certainly to the ad- 
vantage of major advertisers to pro- 
duce their spots in color during 1957,” 
said Robert H. Klaeger, vice president 
in charge of production, Transfilm, 
Inc., New York, whose firm in 1956 
made a total of 58 color spots for 
General Motors (Pontiac), Dow 
Chemical (Saranette Fabric), Scripto 
Pens, Radio Corp. of America (ty 
sets, records and phonographs), U.S. 
Rubber Co. and Squirt Co., a soft- 
drink firm. 

There are many reasons that Mr. 
Klaeger and many of his fellow-pro- 
ducers give for taking a do-it-now 





view on color. Among them are the 
value of experience with color, the 
fact that producers have the color 
know-how, the advantages of experi- 
menting while there is time to do it 
deliberately and the acknowledged 
impact of color on the prospective 
buyer. 

Other advantages of a go-ahead 
policy include the present chance to 
get important color adjacencies on 
both a network and a national-spot 
level and, since color is admittedly 
inevitable, the prestige of being among 
the first to use this added dimension. 

“My feeling has been always that 
ever since the use of color film be- 
came a simple matter and one that 
could be controlled professionally for 
fairly inexpensively,” 
Robert Gross, executive producer of 
American Film Producers, New York. 


quality and 


commented, “it seems that more and 
more commercials should be made in 
color. The advertiser can thereby get 
the secondary use out of them. We’re 
doing it with our other productions 






































Video Pictures puts “Johnny and Lucy” into color for Oldsmobile. 








Color animation by Sturm Studios for RCA. 


and getting excellent reactions from 
the film’s secondary value.” 

Rod K. Keitz, partner and produc- 
tion manager of Keitz & Herndon, 
Dallas, pointed out what these second- 
ary values are: “Quality color com- 
mercials add a new dimension to an 
advertiser’s selling efforts. New pres- 
tige, new enthusiasm, new impact are 
achieved at sales meetings, stockholder 
meetings, plant tours, company and 
trade conventions and on drive-in and 
conventional theatre screens—wherever 
an advertiser’s color commercials are 
exposed.” Keitz & Herndon made 14 
different color spots in 1956 for such 
clients as Lone Star Brewing, Fort 
Worth National Bank, Derby Oil Co.., 
Standard Oil of Indiana, Banquet 
Canning Co., Genell, Inc., and station 
KWTtv Oklahoma City. 

Two other producers also stress the 
subsidiary advantages a color com- 
mercial gives to the client. Earl Klein, 
president of Animation, Inc., Holly- 
wood, whose firm made multi-hued 
spots for Twin Pines Dairy and Sohio 


Glass Manufacturer's multichrome is by 


Gasoline last said: “Besides 
being prepared for color telecasting, 


the client has color film to run at 


year, 


sales meetings and for theatrical use.” 
And Lee R. Bobker, vice president of 
Dynamic Films, Inc., New York, which 
produced color commercials for Up- 
holstery Leather Group and Leather 
Industry of America, agreed with Mr. 
Klein, but added, “Of course, not 
every product can take advantage of 
these secondary uses.” 

Speaking for UPA Pictures, Inc.. 
Burbank and New York, which did a 
color film for Talon Zipper (but also 
makes its network show, Mr. Boir¢ 
Boing, in color), Eli Feldman re- 
marked: “Because our work is all ani- 
mation, and the additional cost for 
color is relatively small, the advantage 
to an advertiser is tremendous. The 
added impact of color in animation is 
most effective,” and if properly pre- 
planned, a color commercial will trans- 
mit beautifully in black-and-white. 
where and when necessary.” 


Charles Turner, executive producer. 





Video. 


New York, a 
company which doubled its dollar 
volume in 1956 over what it was in 
1955, stated, “From the standpoint 
of a company that has more or less 


Video Pictures, Inc., 


been specializing in perfection of 
color commercials, we feel that it is 
a basic truth in advertising that color 
sells more powerfully than black-and- 
white, and it should be used where it 
is possible to use it with economic 
justification.” Mr. Turner, whose firm 
made tinted films in 1956 for Olds- 
mobile, S & H Green Stamps, Noxzema 
and Mutual of Omaha, added, “One 
positive advantage for the client is that 
he can use his color commercial with 
assurance, whereas black-and-white 
has foreseeable limitations.” 

James A. Love Productions made 


four 35-second show openings for 
Westinghouse’s Studio One and six 
90-second spots for Alcoa last year. 
Company president James A. Love 
told TELEVISION AGE, “It’s distinctly 


an advantage for the company that 


(Continued on page 44) 
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BBDO report lists candid comments 





from families who have lived 


with multichrome 


he interviewer was winding up a 
long and intensive question period 
with a family that owned a color-tv 
set. He topped it with this final query: 
“Now, Id like to ask the next ques- 
tion of all of you here. How would 
you sum up your feelings about color 
tv—what do you like or dislike about 
it—how do you evaluate it?” 

The answers he got were voluble 
and rapid. They covered a variety of 
subjects—enjoyment, non-enjoyment, 
future of color, costs, pride of owner- 
ship, reaction of friends, program- 
ming, reaction to specific colors and 
sponsor loyalty. 

The same question was repeated in 
78 color-tv homes by Advertest re- 
searchers as the climax to the first 
wave of questioning in the BBDO- 
NBC continuing project, ColorTown. 

An anonymous midwestern city, 
ColorTown will be surveyed twice a 
year. The first interviews, conducted 
late in 1955 and early 1956, were with 
the more than 70 color-set families in 
a probability sample of 4,000 tv homes. 

According to Ben Gedalecia, direc- 
tor of research at BBDO, these first 
studies will “begin to take on signifi- 
cance only in light of the results of 
the second or third survey.” 

Nevertheless, the question about 
likes and dislikes and the unprompted 
replies from families with color tv 
in the home are noteworthy. Since the 


Color set owners speak 


advent of compatible color, there have 
been endless symposiums of manufac- 
turer and trade opinion. This check of 
consumer opinion, analyzed and com- 
piled by BBDO, is one of the first (all 
quotes and conclusions are based on 
spontaneous replies to the one question 
stated above). 

In summary, the agency says the 
average family made 3.7 different com- 
ments. The comments were divided 
into ten general areas of subject mat- 
ter. On this basis, the average family 
covered 2.7 of the areas. 

By far the largest area for discus- 
sion was the enjoyment and satisfac- 
tion of color tv. There were 64 fam- 
ilies who discussed it. 

Second largest area was discussion 
of the non-enjoyment or dissatisfaction 
with color tv. It was covered by 42 
families. 

But, eliminating the complaints of 
too few color programs on the air (at 
the time of the survey) and not 
enough advance notice of when they 
would be on, there were only 29 fami- 
lies who discussed dissatisfaction with 
color tv. The disadvantages of not 
enough color presentations and lack 
of advance notice, says the agency, are 
not inherent to color tv. 

There were 100 different comments 
made by 64 families about the enjoy- 
ment and satisfaction of color tv. Most 
were of a general nature. They reflect 



















































a truly intense enthusiasm, says BBDO. 
Typical replies: 

“We are all crazy about it. It’s just 
out of this world. It spoils you for 
black-and-white. I watch programs 
only in color now. Everyone should 
have a color set. I tell all my friends 
to get one.” 

“It is simply wonderful. What else 
can I say?” 

“T think color is just marvelous, and 
I think if people can afford it they 
should have it. It has made such prog- 
ress in the last few years since it was 
first shown. It is the height of enter- 
tainment, and I am completely sold on 
it and so is the family.” 

“We are thrilled to death with our 
set and enjoy most anything in color 
right now.” 

“. . . It has spoiled me for black- 
and-white.” 

In contrast to the large number of 
comments reflecting satisfaction were 





ColorTown Summary 


BY THOMAS E. COFFIN 
NBC Director of Research 


Cc olor television is approaching an 


important juncture. Since the 
price reduction to $500 last summer 
set-sales have noticeably increased, 
while the number of color programs 
broadcast is steadily expanding. The 
future appears “colorful.” 

At this point of change it seems 
appropriate that we take a last look 
at the “earliest infancy” of color so 
that we can properly trace its growth. 
Two waves of interviews were con- 


the comments finding fault with color 
tv. None was of a general nature. Each 
concerned a specific complaint. 

Most prevalent was the gripe that 
there were not enough color programs 
(20 families). Four families com- 
plained of too little advance notice. 

Most of the complaints were con- 
trasted by compliments. For instance, 
one family complained of eyestrain; 
eight said there was no strain on the 
eyes. Four thought the colors poor; 
six thought them good. Three thought 
color shows could be better; two found 
them “high class.” Seven complained 
of an unclear picture; four commented 
on its clearness. 

There were 12 families who found 
the early sets hard to tune. Only one 
commented on the ease of tuning. 

Some quotes on tuning: 

“There’s only one thing, tuning, but 
that is to be expected, I guess, for such 
a delicate and intricate mechanism.” 


ducted in ColorTown before the price 
break—the first in December 1955, 
the second in May 1956. While the 
number of set-owners was not yet 
large, nor the public exposure great, 
these early reactions may hold indi- 
cations of the future response to the 
new medium. 

Four patterns appear to emerge 
from this analysis: 

First, those who own color-tv sets 
are more than satisfied with them. 

Second, among non-owners, those 
who have actually seen color tv have 
more favorable attitudes toward color 
than those who have not personally 
experienced it. 

Third, even before last summer’s 
price reduction, attitudes toward color 
were showing steady improvement. 

Fourth, decreasing prices are open- 
ing up a broader market for sets than 
that previously available. 


@ 1. Owners are pleased with their 

color sets: 

Some of the early fears about color 
tv concerned possible technical imper- 
fection, poor picture quality, high 
servicing cost. - 

To check on these questions we 
asked color-set owners about the per- 


“The adjusting end of it could more 
easily be done, and | suppose before 
long they will have that end perfect- 
ed.” 

“I wish the tuning were a bit easier. 
but maybe as I get used to it I'll do a 
better job.” 

Another area of complaint—seven 
families—concerned the small screen. 
(Later sets, of course, are closer to 
modern black-and-white standards. ) 


Most of the complaints concerning 
unclear pictures found respondents 
tending to blame it on transmission 


rather than sets: 

“The only thing I can say is when 
there is a scene inside a house and the 
scene shifts to the outdoors, you have 
to get up to re-adjust the set. I don’t 
think that is the fault of the set itself 
but of the transmitters. | hope they 
can iron out that problem. Also, when 


the camera is on an actor and he 


(Continued on page 53) 


formance and effectiveness of their 
sets. The finding was that 91 per cent 
of the owners were satisfied—54 per 
cent of these felt the set was actually 
performing better than they had ex- 
pected. Less than three per cent indi- 
cated dissatisfaction because of too 
many service calls; six out of ten 
reported having had no more than two 
service calls since buying their set. 

Here are some further reactions of 
color owners to color tv, plus the per- 
centage of agreement: the picture is 
clear, 100 per cent; the colors are true 
to life, 97; the picture is stable, 90; 
picture quality is good, 87; set is easy 
to tune, 75; the color is as good as 
Technicolor in movies, 64. 

Almost all agree that their color 
set adds enjoyment to programs (99 
per cent) and is a desirable 
item to own (96 per cent). 


very 


e 2. Those who have seen color are 

favorably impressed: 

One of color’s greatest problems has 
been in achieving exposure of non- 
color homes. Lacking experience with 
color, people did not have high ex- 
pectations. Those who have seen color 
express a more favorable opinion 


(Continued on page 53) 


February 25, 1957, Television Age 





39 





WNBO, as first all-color 


origination station, becomes 


national color testing ground 


By THOMAS B. McFADDEN 
Vice President, NBC Owned Stations 


hen NBC president Bob Sarnoff 
pressed the button last April that 
turned on color television for WNBQ 
Chicago, he also triggered a lot of 
other events—some of which are hap- 
pening now, with others yet to come. 

This electronic gesture established 
WNBQ—home of many earlier pioneer- 
ing milestones in broadcasting—as 
the world’s first all-color television 
station. It was a major advance in the 
march towards a world of color tele- 
vision for NBC Owned Stations. Since 
then, other stations have been con- 
verted partially to color—and new 
building plans have assumed that com- 
plete colorization everywhere is only 
a matter of time. 

Thus, since last April, WNBQ has 
served as a color-testing ground for 
the other NBC Owned Stations and 
for the industry as a whole, providing 
valuable information about color pro- 
grams, sales and engineering. 

WNBQ’s latest contribution to the 
growth of color television is a daily 
full-hour, large-scale variety produc- 
tion which is being fed to the other 
NBC Owned Stations and intercon- 
nected NBC affiliates for presentation 
at 1:30 p.m. Est. The WNBQ technical 
and staging facilities have been put to 


Ten months of tints 


use to give the stations an hour of 
nighttime-calibre color programming 
in the middle of the day. 

Since last April, the standard color 
television equipment in each of three 
NBC Owned Stations—wrca-tv New 
York, wrcv-Tv Philadelphia and KRCA 
Los Angeles—has_ grown to include 
two color cameras and a color film 
chain. A new plant in Washington for 
WRC-TV was designed and is being con- 
structed from the ground up specific- 
ally for local and network color pro- 
gramming. Our ultra-high frequency 
stations—WBUF Buffalo and WwNBC 
Hartford-New Britain — _ broadcast 
network new 60- 
minute weekday program originating 
from WNBQ. Eventually, they will go to 
local color origination. 

The NBC Owned Stations Division 
has kept a watchful eye on the color 
operations of WNBQ, and the lessons 
learned in Chicago by general mana- 
ger Jules Herbuveaux and his staff 
are being applied elsewhere. 

The wNBQ demonstration of local- 
station color operation began last 
April with about 25 hours a week of 
local live color. Ten months later, the 
WNBQ color schedule, local and net- 
work, had increased to better than 40 
hours a week. The most avid television 
addict could hardly view all the color 
available in Chicago. Such a fan would 


color and_ the 








have to face a daily 16-hour viewing 


schedule on WNBQ alone, starting at 


6:45 a.m. and ending at 11 p.m., with 
some available almost . every 
hour throughout the day and far into 
the evening. 

The would find program 
fare ranging from a scholarly debate 
to a championship horseshoe match 
and from a five-minute newscast to a 


color 


viewer 


90-minute NBC color spectacular. He 
would see color commercials for such 
products as an Alka Seltzer tablet, a 
bottle of beer, an RCA Victor color- 
television receiver or a complete set 
of living-room furniture. 

In the first week of January 


1957, 
there were close to three dozen local 
and national spot advertisers using 
WNBQ color facilities. They were spon- 
soring five-minute to half-hour color 
programs, using spots and participa- 


tions and sponsoring black-and-white 
feature films with live commercials in 
color. They included such advertising 
Miles Laboratories and 
Philip Morris and local clients such as 
Martin Oil—which created 
films specifically for use on WNBQ to 


giants as 
color 


advertise a chain of service stations— 
or General Rug and Furniture Clean- 
ers, using live color to demonstrate 
how they can make soiled fabric look 
like new. (For advertiser reaction to 
color on WNBQ and other stations, see 
“Focus on Color,” page 31.) 

The Chicago market has been made 
more aware of color than any market 


in the The 


advertising and promotion campaigns 


country. station’s own 


—using on-the-air, newspapers, car 
cards and dealer displays, along with 
the continued enthusiastic support of 


the tv press—are keeping the WNBQ 


rainbow in the public eye. The RCA- 
NBC Hall of Color in the Merchandise 
Mart studios has attracted some 55,- 
000 visitors since last April. 

At the 1956 NARTB annual 


vention and afterward, WNBQ was and 


con- 


continues to be host to color-conscious 
station operators traveling from all 
over the country to observe firsthand 
the operation of a local color station. 
The station has been visited by a dele- 
gation from the Canadian Broadcast- 
ing Commission, as well as by broad- 
from several other 


casters foreign 


countries, including Japan, New 
Zealand and the British Isles. 

After the initial fanfare that greeted 
WNBQ’s debut as the world’s first all- 
color television station, and after 
ironing out the remarkably few tech- 
nical 


and production problems _re- 


(Continued on page 54) 


Studio A, largest of the four color studios in operation at WNBQ Chicago since last April. 
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Audience, critics agree 





Pulse survey of audience opinion 


of past season’s programs shows viewers 


layhouse 90, commended by 
critics as this season’s success- 
ful program experiment in television, 
is also far and away the favorite show 
with metropolitan New York viewers. 

Out of a sample of 500 men and 500 
women surveyed for TELEVISION AGE 
by The Pulse, Inc., 749 had seen the 
hour-and-a-half CBS-TV dramatic 
show. Close to 90 per cent of them 
said they liked the show very much. 

This was not only the largest audi- 
ence out of the sample, but also the 
largest percentage in the “like very 
much” category. 

By contrast, the second ranking 
show in the percentage column ranked 
number six in total audience. Chey- 
enne, viewed by only 410 persons, 
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and reviewers in the same boat 


was liked very much by a little more 
than 75 per cent of its viewers. This 
high percentage of avid fans is, of 
course, an indication of the constant 
pull of the western saga. 

But the oat-bin segment of the view- 
ing audience, it seems, has its own 
particular set of standards. Zane Grey 
Theatre, another half-hour dose of 
plains stuff, had only 321 viewers, and 
only 53.3 per cent of them liked the 
show very much. It was out of the top 
ten in both audience and percentage of 
respondents who liked it very much. 

The sample exhibited a variety of 
tastes. With a dramatic show number 
one and a western number two, the 
viewers picked a musical presentation 
for number three, Lawrence Welk’s 


Top Tunes. More than 75 per cent of 
the 465 persons who had seen the new 
Welk offering liked it very much. At 
the same time, there was a little better 
than five per cent of the audience that 
didn’t like Top Tunes, which was a 
considerable jump from the 2.7 per 
cent that took issue with Cheyenne 
and the less than one per cent that 
didn’t like Playhouse 90. 

The number-four show out of the 
more than 25 rated by the sample was 
West Point. With a relatively small 
segment of the sample having watched 
it— 327—the show was liked very 
much by more than 65 per cent. 

Despite the sample being an all- 
adult one, Circus Boy, with a small-fry 
star, was number five, well liked by 











65.4 per cent of its slight 280 viewers. 
Some of them, no doubt, had the kids 
in mind. 

Chanteuse Rosemary Clooney was 
close on the heels of Circus Boy and 
the cadets with a well liked percentage 
of 64. She was seen by close to 400 
viewers in the sample. 

With less than 300 viewers register- 
ing judgment, Broken Arrow got the 
well-liked nod from close to 60 per 
cent. 

The number-eight show was On 
Trial, with 341 viewers and 58.4 per 
cent of them liking it very much. 

The first quizzer to register was 
Twenty-one. More than 280 viewers 
had looked in on the numbers game. 
Fifty-eight per cent of them liked it 
very much. 

Slipping in to tenth place was the 


new ABC hour-long entry, Wire Serv- 
ice. Faced off partially against Play- 
house 90, Wire Service was seen by 
only 136 sample viewers, but more 
than 57 per cent liked it very much. 

The sample viewers, the critics and 
the sponsors were in solid concert on 
some of the season’s notable flops. 

A hard and steady roll on the pub- 
licity skins drummed up an audience 
of 568 for the deceased Walter Win- 
chell show (with WW himself making 
a vigorous contribution to the thump- 
ing). It was the second largest audi- 
ence in the sample. But only 38 per 
cent liked the show very much. And 
141, or close to 25 per cent, flatly de- 
clared their dislike. 

The viewer-sponsor-critic trio also 
made a target of comedian Buddy 
Hackett and Stanley. Curious viewers 


—465 of them— gave Stanley the 
fourth largest audience. But only 30 
per cent liked the show very much, 
while 32 per cent gave it an emphatic 
thumbs down. 

The same sad song for moribund 
Hiram Holliday: disliked by more 
than 20 per cent of its 218 viewers. 

A fourth mishap came off a little 
better. Noah’s Ark was number ten in 
audience and was liked very much by 
more than 40 per cent of its viewers, 
disliked by some 15 per cent. 

There were a few shows in the rela- 
tively safe middle-ground. Besides 
those previously mentioned, the fol- 
lowing shows were liked very much by 
more than 50 per cent of their audi- 
ence: Hey, Jeannie, Oh! Susanna, The 
Buccaneers, Treasure Hunt, Jim Bowie, 
Ernie Ford, Circus Time, Lancelot. 








Here is a list of some of the new nighttime programs which have started on television this Fall. Which, if any, 

of these have you watched? What is your opinion of these shows? 

watched like like 

program very much fairly well didn’t like no opinion 
Sir Lancelot 325 163 50.2% 108 33.2% 39 12.0% 15 4.6% 
Stanley 439 135 30.7 160 36.4 141 32.1 3 Pe 
Top Tunes—Welk 465 343 73.8 91 19.6 24 52 7 L.5 
Jonathan Winters 168 55 32.7 63 37.5 42 25.0 8 4.8 
Cheyenne 410 310 75.6 80 19.5 11 a7 9 2.2 
Brothers 400 179 44.8 133 33.3 74 18.5 14 3.5 | 
Noah’s Ark 328 142 43.3 119 36.3 52 15.8 15 4.6 
Broken Arrow 292 173 59.2 100 34.3 12 4.1 7 2.4 
Hiram Holliday 218 84 38.5 83 38.1 47 21.5 4 1.8 
Twenty-one 281 163 58.0 86 30.6 26 9.3 6 2.1 
Circus Time 180 98 54.5 58 32.2 19 10.6 5 2.8 
Wire Service 136 78 57.4 49 36.0 5 3.7 4 2.9 | 
Playhouse 90 749 666 89.0 66 8.8 6 8 11 L.5 
Ernie Ford 429 220 51.2 156 36.4 45 10.5 8 1.9 
West Point 327 215 65.8 34 25.7 18 5.5 10 3.1 
Jim Bowie 292 162 55.5 76 26.0 46 15.8 8 2.7 
Zane Grey 321 171 53.3 133 41.4 7 2.2 10 3.1 
Walter Winchell 568 216 38.0 203 35.8 14] 24.9 8 1.4 
On Trial 341 199 58.4 128 37.5 8 2.3 6 1.8 
Treasure Hunt 290 166 57.2 98 33.8 16 5.5 10 3.4 
Ray Anthony 131 52 39.7 54. 41.2 20 15.3 5 3.8 
Rosemary Clooney 397 254 64.0 102 25.7 32 8.1 9 2.3 
Buccaneers 268 144 53.7 93 34.7 25 9.3 6 2.2 
Oh! Susanna 276 152 55.0 92 33.3 22 8.0 10 3.6 
Hey, Jeannie 274 140 51.1 “ 91 33.2 31 11.3 12 4.4 
Circus Boy 280 183 65.4 78 27.9 13 4.6 6 2.1 
Total respondents 1000 
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Film (Continued from page 37) 


can afford it to make color commer- 
cials now. There are more sets and 
more shows in color coming up all the 
time. What we're doing, in some 
instances, is shooting the most adapt- 
able of a client’s commercials in color 
in order to have them ready when 
color is completely here.” 

Bill Sturm Studios, Inc., New York, 
produced multichrome commercials 
last year for RCA’s Service Co. and 
Tube and Battery and Victor Record 
Divisions, Salada Tea, Standard Oil 
of New Jersey and also made several 
public-service spots in the past presi- 
dential election. Albert D. Hecht, 
Sturm sales manager, presented this 
thought: “As the growth of color usage 
in local stations increases, spot buys 
will come up in important adjacencies. 
The advertiser with color ready to go 
can capitalize during 1957 in getting 
local adjacencies to important network 
color programs.” 


Enhanced by Color 


Van Praag Productions, New York. 
was color-active this past year, having 
produced the Ford commercials used 
on NBC’s Producer’s Showcase as well 
as spots in color for RCA, Chevrolet 
and others. A company spokesman 
claimed that several clients are shift- 
ing to color for their commercials. 
“They have color shows and their 
product is enhanced by color. They 
can use the same film for b&w and by 
doing it now they get a lead on their 
competitors because they are finding 
out early how color will look in b&w.” 

The Van Praag representative also 
stressed that, “The increased cost for 
making a color film is proportionately 
small since it is almost entirely in stock 
footage and laboratory costs. All other 
factors in production, except possibly 
lighting, remain the same.” 

But it was Transfilm’s Robert 
Klaeger who accented the positive 
views of the many other producers 
queried by TELEVISION AGE. 

“In this supermarket age of shop- 
ping, viewer identification of products 
is the key to sales,” he said. “NBC- 
BBDO published surveys taken in their 
experimental ColorTown [see Color- 
Town stories, pages 38, 39] show that 
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the inclination to buy is 67 per cent 
higher among color viewers than 
among viewers of black-and-white. 
The impact of color is obviously 
great. 

“Whether a sponsor uses color in 
1957 or not, he will eventually, and 
in ever-increasing degrees, so he'd 
better get his feet wet now. A thorough, 
pressure-free indoctrination now in the 
applications and production of color- 
film commercials will enable the spon- 
sor to move into the medium grace- 
fully. Last-minute preparations will be 
costly and may well result in ineffect- 
ual spots. 

“Experimentation now will give 
sponsors a better opportunity to plan 
package designs befitting color trans- 
mission,” Mr. Klaeger went on. “And, 
more important, it will familiarize 
them with the effects of different colors 
on viewer’s moods. Sponsors will also 
learn to think in terms of simultane- 
ously received black-and-white and 
color commercials, since monochrome 
sets will be around for a good many 
years to come. The fact is that a color 
commercial may look fine on a color 
set, but it may be a washout on b&w 
sets. Compatible spots are being made, 
but each sponsor must contend with 
the elements of his own needs. Spon- 
sors and agencies, now accustomed to 
rush orders for b&w spots, will have 
to get used to the 25-per-cent additional 
time it takes to produce them in color. 
This is no small item, considering that 
today fully 50 per cent of all film- 
commercial production is classified as 
‘rush.’ These rushed spots are often 
aired a day after leaving the labora- 
tory. 

“The major tv-commercial pro- 
ducers are well-geared to handle 
color,” the Transfilm executive con- 
cluded. “Before the mad scramble be- 
gins, sponsors and agencies should 
take advantage of this producer 
knowledge. It will save everyone con- 
cerned much anxiety and money and 
will result in far more effective com- 
mercials when color finally takes over.” 

Some producers, while as hopeful 
as the aforementioned group, had 
some reservations to make about 
whether it really would be to the ad- 
vantage of advertisers to produce their 
commercials in 1957 in color. 

Mr. Turner of Video Pictures, who, 


as indicated, is in favor of clients 
using color now, mentioned that, how- 
ever, he also had some qualifications. 
“I think that it’s dependent upon what 
networks advise will be the market 
and extent of programming and spot 
time available. Also, of course, upon 
the type of client,” he said. 

Moray Foutz, vice president of 
Academy Pictures, Inc., New York, 
indicated that he, too, had reservations 
and, in fact, does not see any great 
demand for color at this time. 

From Kling Film Productions, Inc., 
Chicago, which made 15 color-film an- 
nouncements ranging from eight 
seconds to 120 seconds for Whirlpool- 
Seeger Corp., came this statement: 
“Color commercials are obviously a 
necessity if the client has available 
time in color markets or color net- 
work presentations. Otherwise, the 
client should weigh advantage in terms 
of ‘life’ of commercials and value of 
experience gained, which can be ap- 
plied when color tv is a more pre- 
dominant form of transmission.” 


Color Questions 


Ralph G. Tuchman of Harris-Tuch- 
man Productions, Hollywood, raised 
several questions: “Whether an adver- 
tiser should consider color commercial 
production in 1957 advantageous 
would depend on _ the following 
factors: whether the company is spon- 
soring, or is likely to sponsor, color 
programming during the year, and 
whether the company has already ob- 
tained an understanding of the color- 
packaging problems surrounding its 
product or products. For example 
there are some companies whose pack- 
ages presently present a poor prospect 
for good color appearance. There is 
also a third factor of whether it 
would be good public relations to 
sell the company’s product or services 
to the small but often substantial 
color-set owners.” 

Then, there were several tv-commer- 
cial producers who took a decidedly 
negative view of color for 1957. 

One of these, Walter Klas of Hankin- 
son, Inc., New York, stated succinctly: 
“I don’t see any movement toward 
color this year.” 

Another, Adrian D. Woolery, head 
of Playhouse Pictures, Hollywood, 

(Continued on page 46) 

















The Picture is Changing in Milwaukee 
And WISN-TV is the Reason 


Ten months has made a big difference in the Milwaukee market. Traditional 
audience patterns have changed. 


WISN-TV has moved from a poor third in a three station market to a stead- 
ily improving, frequently dominant position in a four-station market. 


The latest ARB shows us first in 58 nightime quarter-hours. (Sunday through 
Saturday, 5:00-10:00 PM) Station B has 47; Station C, 20 and Station D, 15. 


We’re proud of this, but more important we feel is the way it happened .. . 
slowly, surely. In April, 1956, we showed only 42 quarter-hour firsts in the 
same time periods. Station B had 80, Station C, 18. Station D was not oper- 
ating. Month by month the figures rose. There is every indication they will 
continue to do so .. . throughout WISN-TV’s broadcast week. 


Our progress is no accident. It is the inevitable result of broadcasting know- 
how, new strong ABC programs, local shows tailored specifically for this 
market, merchandising support of advertiser’s campaigns and extensive pro- 
motion and publicity activity. 


These ingredients, coupled with WISN-TV’s dominant coverage of the mar- 
ket, have resulted in a cost-per-thousand buy that is difficult to overlook. 
More and more advertisers are becoming aware of it. How about you? 

Get the complete, amazing story on Milwaukee's changing TV scene and 


WISN-TV from Petry today. 


John B. Soell, cenera. MANAGER 


MILWAUKEE 


Represented by 
Edward Petry & Co., Inc. 


TELEVISION 
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Film 


said: “Color commercials offer no 
advantage to an advertiser unless they 
are made specifically for use on a 
color telecast. Color films made for a 
black-and-white telecast with the re- 
mote possibility of color use are a 
disadvantage to the advertiser, because 
color does not reproduce in b&w equal 
to the reproduction of an original 
b&w film. Color commercials made in 
anticipation for use in two or three 
years are usually antiquated, because 
of the constant change required in 
advertising campaigns and promo- 
tions.” 


(Continued from page 44) 


Making Color Spots 


Mr. Woolery pointed out, however, 
that his company has and will, of 
course, continue to make color com- 
mercials. In 1956 Playhouse produced 
color versions of the Ford Motor Co.’s 
Tennessee Ernie Ford Show openings 
and three animated minute spots for 
the U.S. Forestry Department. 

Shamus Culhane, president of 
Shamus Culhane, Inc., New York, 
which last year produced a U.S. Rub- 
ber 90-second color commercial, also 
spoke out against advertisers making 
color purely for color’s sake in 1957. 
“There is still too much uncertainty 
in the color print process, and the 
additional cost for color is not econom- 
ical on the basis of viewer cost-per- 
thousand.” 

Don Estey, executive vice president 
of Song Ad Film-Radio Productions, 
Hollywood, made a detailed reply: “I 
personally feel it is a disadvantage for 
the advertiser to make color commer- 





Danforth to KWK 

A new eastern sales office has 
been opened in New York by 
KWK-AM-TV St. Louis and will be 
directed by Jerry Danforth, for- 
mer national account executive 
at Radio Advertising Bureau. 

As eastern sales manager, Mr. 
Danforth will serve as liaison be- 
tween the stations and their rep- 
resentatives—The Katz Agency, 
Inc., for KWK-AM-TV and Adam 
Young, Inc., for wero Haines 


City, Fla. 
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cials in 1957 unless his commercials 
are going to be in a CBS or NBC 
color-transcribed show or are going to 
be shown in theatres. If an advertiser 
makes a commercial in color for use 
on b&w television, by the use of 
‘reversals’, he is doing, in my opinion, 
a foolish thing. Too often, in taking 
a b&w reversal from a color negative, 
a print will end up on a B-wind and 
be spliced into an A-wind film pro- 
gram, thereby throwing the commer- 
cial slightly out of focus. 

“In obtaining a b&w reversal from 
color negatives,” Mr. Esty continued, 
“the gray scale is such that there is 
so much quality lost at the home-set 
consumer level that we feel it is unwise 
and economically foolish. Even though 
it is possible to control the colors in 
animation through controlling the 
painting materials on the cells, there 
is still a slight loss in color quality. 
In live-action color from an original 
color negative, it is almost impossible 
to get the type of quality that adver- 
tisers who can afford color telecasts 
should expect from b&w commercials. 


Recommend Both 


“Inasmuch as it is relatively inex- 
pensive to ink and paint in b&w as 
well as color, we always recommend 
negative in both b&w and color if the 
commercials are to be shown on both 
color and b&w tv. We are at present 
doing exactly that in filming five one- 
minute and ten 20-second commercials 
for an oil company in live action and 
animation. And, by filming in both 
color and b&w, we will be giving the 
advertiser commercials with maximum 
impact and maximum quality.” 

There are many producers (and, 
possibly, these are in the majority) 
who take the middle-of-the road view, 
between the color optimists and color 
pessimists. These know that somewhere 
beyond the present black-and-white and 
intermittent-color horizon there will 
be full color. For most of this group 
1957 does not yet seem the year of 
decision. Rather, in 1957 they see a 
continuation of the present open- 
minded approach which one producer 
called “experimental waiting.” 

Stephen Elliot, who is the chief ex- 
ecutive at Elliot, Unger & Elliot, Inc., 
New York, in giving TELEVISION AGE 
his specific views, summarized the gen- 





Newsreel is 10 


This year WFIL-TV Philadel- 
phia will celebrate the tenth an- 
niversary of its Newsreel pro- 
gram. Holder of two National 
Headliner Awards, the show is 
now directed by Gunnar Back. 
veteran radio-tvy newsman and 
former head of the ABC Wash- 
ington bureau. 

The writ-tv Newsreel opera- 
tion has produced over 4,000 
consecutive programs. The show 
is currently sponsored by RCA 
Victor and is seen twice nightly 
Monday through Friday (7 to 
7:10 p.m. and 10:30 to 10:40 
p.m.; the late edition on Wed- 
nesday is seen at 11 p.m.). In 
addition, the station’s news and 
special events department, also 
directed by Mr. Back, has pro- 
duced special half-hour 
documentaries on such diverse 
subjects as Philadelphia’s mass 
narcotics raids, urban redevelop- 
ment and, recently, the assimila- 


news 


tion of Hungarian refugees. 











eral opinions of many like-viewed com- 
mercial producers. 

“I honestly don’t know what particu- 
lar advantage there is to a client who 
does not have a color show for doing 
commercials in color. It is not as 
though anyone needed the practice, 
or that advertising agencies had to get 
their feet wet. The agencies are suf- 
ficiently experienced in the production 
of television commercials so that when 
the time comes to produce commercials 
in color, they can do so. 

“Tt is not a bad idea, however, to 
shoot experimental film of the products 
themselves so that they can be seen in 
closed-circuit screening to see how well 
the products will televise. We continu- 
ally experiment by shooting still photo- 
graphs in 8x10 color. And in preparing 
our sets, even though they are for b&w, 
we prepare them as though they were 
for color commercials. I don’t feel, 
however,” Mr. Elliot affirmed, “that 
it is necessary for an advertising 
agency or its client to spend the ad- 
ditional money to prepare a television 
commercial in color when it will be 
seen only in b&w.” 











News (Continued from page 27) 


important half of television. 


FREY ON MEDIA. The only way efh- 
ciency of a medium can be measured 
is in the movement of goods. With this 
as a premise, Sam Frey, media di- 
rector of Colgate-Palmolive Co., 
recently explained his own com- 


parison of efficiency of all media. 
Emphasizing that all media are ef- 
fective, depending on varying product 
situations, Mr. Frey said it would be 
valueless to rank them in order. He 
stated that in media you can’t rely 
solely on statistics but that such data 


SAM FREY 
. tv can be terrific . 


should be translated into overall mar- 
keting strategy. 

As for the air media, Mr. Frey 
found that radio has re-established 
itself as a “potent advertising force” 
and that television is expensive. He 
pointed out that Colgate-Palmolive 
likes spot television. In fact, the com- 
pany almost gave up some network 
activity in favor of spot, but decided 
against it because of such “intan- 
gibles” as the added stature that a net- 
work show can bring. 

Television can be “terrific” if it is 
used right, the ad executive com- 
mented. But it is not a “must buy.” 
He thought that the creative end, such 
as copy, was most important in tele- 
vision. Mr. Frey said that tv represents 
the “big bite” out of the advertising 
budget. As an example he cited that 
a 20-second Class A spot in New York 
was $2,300, or $2,600 if the spot is 











TvB Research 


Special services that will be of 
“utmost significance to advertis- 
ers and agencies” are provided 
in the contract that TvB has re- 
newed with the A.C. Nielsen Co. 
In addition to the regular meas- 
urement services, the new pact 
calls for additional research that 
will aid the “Bureau’s concen- 
trated effort to determine and 
pinpoint the television ‘keys’ to 
various product line markets.” 

Commenting on the renewal, 
Norman E. Cash, TvB president, 
said, “One of the prime func- 
tions of TvB is its continuing 
measurement. of _ television’s 
growth by the yardsticks of 
audience levels, advertiser in- 


vestments and advertiser suc- 


> 


cess.” 











Orn 


adjacent to a color show—a premium 
for color sets “that aren’t there yet.” 
For the same money, he said, an ad- 
vertiser can buy eight participations 


on 200 radio stations on the CBS 
Radio network. 

Mr. Frey had some positive words 
to say about daytime television. The 
audience has been proven to be there 
and is responsive, he said, adding 
that there is too much research of the 
kind that can tell you how 
women are watching with their backs 


many 


to the screen. 

Mr. Frey’s analysis was made be- 
fore the timebuying and selling sem- 
inar of the Radio & Television Ex- 
ecutives Society. 


ABC MAKES ITS BID. ABC-TV has 
made an impressive bid for recogni- 
tion as something more important 
than “the third network.” And while 
some of the 1,500 agency, advertiser, 
affiliate network and press executives 
who heard Oliver Treyz make the bid 
may have had difficulty in accepting 
his contention that the network is now 
in second place in common, fully spon- 
sored evening periods all will admit 
that giant gains have been made over 
the past four years. 

The ABC-TV presentation, called 


(Continued on page 57) 





GUFFANTI 


means QUALITY 


film processors for over 25 years 


@ Complete Lab Service 


@ 35 mm and 16 mm black 
and white and color 


@ Highly-trained Techni- 
cians 


@ Specialized Service 


“The Most Progressive Independent Laboratories” 


GUFFANTI Film Laboratories, Inc. 
630 Ninth Ave., New York 


COlumbus 5-5530 
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Another way SRDS helps sell space and time 








You are certain of INTEREST 

in your story at the time 

your Service-Ad is seen; 

certain that the buyer is just as 

evap. @lelelcmnemeici ap bebieywent-Unlevem-lerevimaellen 


medium as you are to have him get it. 


With your Service-Ad in Standard Rate & Data... 


YOU ARE THERE © 


: Standard 
Selling, by helping people buy! amie 


SROS Standard Rate and 


Ridge 
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Film Sales 





onsolidated Film Industries in 

New York has been holding a 
series of color seminars to illustrate 
and explain color-processing proced- 
ures. Consolidated’s technical staff pre- 
pared a pamphlet especially for the 
guests at the seminar, in which the 
processing procedures for both 35mm 
Eastman Color and 16mm Commercial 
Kodachrome are detailed as follows. 


Series of Tests 


35mm Eastman Color: The producer 
shooting in 35mm Eastman Color usu- 
ally shoots a series of exposure tests 
and has them developed in advance of 
the start of the actual shooting of the 
production. The negative is sent into 
the lab daily and is developed as soon 
as it is received. Daily rushes printed 
in color are returned to the producer’s 
editor for evaluation and for assembly 
into the work print. The color negative 
is broken down and catalogued to be 
ready to be matched to the work print. 
As early as possible, the scenes that 
are going to be used for special effects 
are assembled into rolls, and separa- 
tion positives and the internegatives 
with the effects are made and checked 
so that they will be ready to be in- 
serted into the negative when it is cut 
to match the work print. It is cus- 
tomary to make a one-light combined 
print immediately after the negative 
is cut to check the cutting and sound 
synchronization. If this combined print 
is approved, a fully corrected sample 
is made simultaneously with the mak- 
ing of complete separation positives of 
the assembled negative for protection 
purposes. It is used for the manufac- 
ture of the color internegative. which 
is used for 16mm print. 


Goes to Laboratory 


l6mm Commercial Kodachrome: A 
producer shooting a production in 16- 
mm Commercial Kodachrome sends 
in each day’s Kodachrome to the lab- 
oratory, which in turn has it processed 
by Eastman Kodak at Flushing. When 
the Commercial Kodachrome is re- 
turned to Consolidated, daily prints 
are made on either black-and-white re- 






Friendly scene in NBC Film’s The 
Great Gildersleeve 


versal positive or reversal color posi- 
tive. These are sent to the customer for 
editing into a work print. The majority 
of jobs are cut for A or B printing, 
and the original Commercial Koda- 
chrome is used only for a few samples 
and for the manufacture of an East- 
man Color internegative which is 
printed A and B so that it includes 
any desired Eastman Color 
positive prints are manufactured by 
contact printing from this color inter- 
negative. 


Syndicated Film 


ABC FILM SYNDICATION INC. 


Anniversary Package 

wepo-tv Cincinnati; Fresno; wsva-tv Har- 
risonburg; WREC-Tv Memphis; KBET-Tv Sac- 
ramento;KONO-Tv San Antonio. 


Code 3 

KTEN Ada; KENI-TV Anchorage; KFAR-TV 
Fairbanks; . KDKA-Tv Pittsburgh, Nabisco: 
wNaAo-Tv Raleigh; KivA-Tv Yuma. 
Passport To Danger 

KuULA-TV Honolulu; Kope-tv Joplin; wasc-Tv 
New York; wnao-Tv Raleigh. 


Sheena, Queen Of The Jungle 


effects. 


wsyv Elkhart; Kope-tv Joplin; wRec-TVv 
Memphis; wnao-tv Raleigh. 
INTERSTATE TV CORP. 
Adventure Action Series 

wsRz Baton Rouge; wcax-Tv Burlington; 


WFLB-TV Fayetteville; KSLA-Tv Shreveport. 

Counterpoint 

wetv Tallahassee. 

I Married Joan 

KHAD-TV Laredo. 

Jubilee Theatre 

wcax-Tv Burlington; KGUL-TvV Galveston. 

Little Rascals ' 

wsB-Tv Atlanta; WFLB-TV Fayetteville; KRcG- 

tv Jefferson City. 

Public Defender 

wisN-Tv Milwaukee, KTvx Tulsa. 
(Continued on page 50) 







“If ” the 
using it, better o,.: you’re 
other products” « Switch to an- 






Switch to NON-TOXIC 


man 
TT 
td 


Anti-Static Film Cleaner 


e Cleans Better, Dries @ Fast-Drying 
Faster Than Carbon Tet © Conditions “Green” 
@ Cleans, Conditions, Prints, Kine Films 
Lubricates Film in One @ Keeps Films Pliable, 


Operation Eliminates Waxing 
© Non-Poisonous — e Fewer Cleanings 
Non-Flammable Needed 
© Stops Dirt-Attracting @ Absolutely Safe for 
Static Film, Personnel 


Don’t risk the health of your personnel 
— stop cleaning film with deadly car- 
bon tet! Start using ECCO #1500, the 
anti-static film cleaner that contains 
no poisonous carbon tet . . . cleans, 
conditions and lubricates in one ap- 
plication! ° 

ECCO #1500 is the film cleaner 
used in most audio-visual centers, film 
libraries, schools and colleges. And 
ECCO #1500 is used by many Holly- 
wood film studios and TV networks 
— NBC, CBS. 

Discover for yourself that it pays 
to clean film as the industry’s leaders 
do — with ECCO #1500. 












FILM 
CLEAN AND INSPECT 
IN ONE EASY OPERATION 






seco SIEEDKOL 


APPLICATOR 
Save Time, Fluid, Labor, Money! 


WRITE today for FREE ECCO *1500 brochure. 
ORDER ECCO #1500 from your dealer, or direct. 


*National Audio-Visual Association Bulletin, October, 1956 


ELECTRO-CHEMICAL PRODUCTS CORP. 


60-E Franklin Street, East Orange, N. J. j 
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Film 
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NBC TELEVISION FILMS 


Adventures Of The Falcon 
Kansas City; Madison; Schenectady; To- 
ledo. 


Badge 714 

Albuquerque; Birmingham; Butte; Cleve- 
land; Great Falls; Greenville; Harrison- 
burg; Mobile; New Haven; Sacramento; 
Taliahassee; Tucson; Wichita. 

Captured 

Madison, Wis. 

CRUNCH AND DES 

Madison, Wis. 

Dangerous Assignment 

Madison, Wis.; Meridian. 

Frontier 

Austin; Champaign; Cincinnati; Corpus 
Christi; Dayton; Fresno; Indianapolis; 
Madison; Mobile. 

The Great Gildersleeve 

Madison; Tallahassee. 

His Honor, Homer Bell 

Tallahassee. 

Hopalong Cassidy 

Madison; Memphis; New York; San An- 
gelo; Tallahassee; West Palm Beach. 

Life Of Riley 

Colorado Springs; Duluth; Grand Junction. 
Steve Donovan, Western Marshal 
Chicago; Mobile. 

Victory at Sea 

Colorado Springs. 


Watch The World 
New York. 


RCA RECORDED PROGRAM 
SERVICES 

Foy Willing—“Riders of the Purple Sage.” 
wcax-Tv Burlington, Renewal; writ-tv Phil- 
adelphia, Renewal. 

Town & Country Time 

wPetv Palm Beach; wsts-tv Roanoke. 


RKO TELEVISION, div. of RKO 
TELERADIO PICTURES INC. 


28 Feature Films 

wcAx-Tv Burlington; Kgtv Ft. Dodge; winK- 
tv Ft. Meyers; wFBM-tv Indianapolis; wJiM- 
tv Lansing, Tony Coats Furniture; wopso- 
tv Orlando; wmrp-tv Wilmington. 


17 Feature Films 

wcax-Tv Burlington; Kgtv Ft. Dodge; winK- 
tv Ft. Meyers; wyim-tv Lansing, Tony Coats 
Furniture; wpso-tv Orlando; wMrp-tv Wil- 
mington. 

War In The Air 


KGO-Tv San Francisco, Rainier Ale. 


Uncommon Valor 
wttc Washington. 


WALTER SCHWIMMER CO. 
Eddy Arnold Time 


wLw-c Columbus; wiw-p Dayton; KTLA Los 
Angeles; WEEK-TV Peoria; KFEQ-TV St. Jo- 
seph; KSL-Tv Salt Lake City; KoNo-tv San 
Antonio; KNTV San Jose; KSLA-TvV Shreve- 
port. 

Resepienatte Bowling 


wast Birmingham; wtvp Decatur; KMTV 


Omaha; wesH-tv Portland; KooL-tv Phoe- 


nix; KOLO-Tv Reno; woat-tv San Antonio; 
Kopo-tv Tucson; wics Springfield. 


SCREENCRAFT PICTURES INC. 
Judge Roy Bean 


WEAR-TV Pensacola. 


TELEVISION SCREEN PRO- 
DUCTIONS 
Jim & Judy in Teleland 


wepo-tv Cincinnati. 


WINIK FILMS CORP. 


Famous Fights 


wBKB Chicago, Grand Central Mercury 
Dealer. 


Film Commercials 


AMERICAN FILM PRODUCERS 


Completed: Esso Standard Oil Co. (“Your 
Esso Reporter” program opening, Esso 
Golden Playhouse Promotional Spot), Mc- 
Cann-Erickson. 

In Production: Uddo & Taormina Co. (Pro- 
gresso Food Products), Carlo Vinti. 


CARAVEL FILMS INC. 


Completed: Block Drug Co., Inc. (Poli- 
Grip), Grey; Boyle-Midway, Inc. (Aero 
Shave), Geyer; Goodyear Tire & Rubber Co., 
Inc. (Airfoam Mattress), Kudner; Bavarian 
Brewing Co. (Bavarian Beer), Richard F. 
Peck. 


In Production: American Tobacco Co. (Hit 





TEL-Animastand . . . ANIMATION & SPECIAL EFFECTS CAMERA STAND 





_ Read of | 
ge Service writes: 


TEL-Animastand is your answer to the many 
animation and special effects problems in 
Motion Pictures and Television. Embodies 
features of the photo enlarger, movie camera, 
micrometer and railroad. roundhouse. Optical 


vertical carriage photographs the art work. 
Will accept even the heaviest 16mm or 35mm 
camera (Acme with stop motion motor illus- 
trated.) All basic movements associated with 
high priced stands are incorporated. Accuracy 
is assured through precise registration of art 
work. Includes four Veeder Root counters 
which calibrate 18” north/south movement. 
24” east/west travel, and zoom movements 
to the Art Table or Cel Board. 


Among the recent purchasers are: 


for Motion Picture Producers, TV Stations, Animators, 
Special Effects Labs., 


Advertising Agencies, Etc. 


effects such as pans, angles, zooms, quick i] 
closeups and every variation for trick photog- i 
raphy may be easily produced for cartoons, | 
titles and stills with the TEL-Animastand. i 
A camera fitted to a movable, counterbalanced 


















TV Spot Service, Cedar Rapids, lowa 

Veterans Administration Hospital, Topeka, Kansas 
Boeing Airplane Co., Wichita, Kansas 

University of California Radiation Lab, Livermore, Calif. 
Holland-Wegman Productions, Buffalo, N. Y. 

Campbell Films, Saxton’s River, Vermont 


Basic Unit Only $2995 


TIME PAYMENT PLAN AVAILABLE « Write for TEL-Anima brochure—covering every animation need 












TEL-Animastand with 
TEL-Anima sliding 
cell board rotated at 45° 


| F Dept. N, 602 WEST 52nd St., NEW YORK 19 N. Y.—Phone: PL 7-0440. Cable: Sosound 
.U.U. « Western Branch: 6331 Hollywood Boulevard, Hollywood 28, Calif. — Phone: HO 7-9202 
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é : BE 
Playhouse production of the show 
openings for Ford Motor’s Tennessee 
Ernie Ford Show 


Parade Cigarettes), BBDO; Block Drug Co., 
Inc. (Poli-Dent, Dentu-Creme, Dentu-Grip), 
Grey; American Radiator & Standard Sani- 
tary Corp., Inc., BBDO; P. Ballantine & 
Sons (Ballantine Beer). Esty; Socony Mo- 
bil Oil Co., Inc. (Mobilgas “R”), Compton. 


FILMACK CORP. 

Completed: Tru-Ade, Inc. (Soft Drinks), 
Beaumont & Hohman; Falls City Brewing 
Co. (Beer), Wendt; Herrud Meat Co. 
(Frankfurts), Wallace-Lindeman; Sno-Bol 
Co. (Cleaner), U. S. Adv.; Bancroft Dairy 
Co. (Dairy Products), Stephan; Wood Bros. 
Mfg. Co. (Facilities), Biddle; State Fidelity 
Bank Co. (Services), Advertising Division. 


FILM CREATIONS 


Completed: American Oil Co. (Amoco Gas), 
Katz; S. & H. Green Stamps, Irving Weill; 
Sylvania Electric Corp., JWT; Whitehall 
Pharmacal Co. (Anacin), Bates. 

In Production: Hudson Pulp & Paper Corp., 
NC&K; American Oil Co. (Pan American 
Oil), Katz; Revlon Products Corp. (Aqua- 
marine Lotion & Deodorants), Mogul. 


KEITZ & HERNDON 


Completed: Ft. Worth National Bank, 
Glenn; Continental Transfer & Storage Co. 
(transfer & storage); Republic National 
Bank, Glenn; Topeka Savings, Whitney. 

In Production: Dr. Pepper Co. (Soft 
Drinks) ; The O. A. Sutton Corp. (Vornado 
Air Conditioners), Lago & Whitehead; 
Derby Refining Oil Co. (Oil & Gasoline), 
McCormick-Armstrong; Big Red (Clothes & 
Furniture), Erwin, Wasey; Lone Star Brew- 
ing Co. (Lone Star Beer), Glenn. 


McCADDEN PRODUCTIONS 


Completed: B. F. Goodrich Co. (Tires), 
BBDO; Carnation Co. (Instant Milk, Instant 
Chocolate Milk, Evaporated Milk, Friskies’ 
Dog Food), Erwin, Wasey; R. J. Reynolds 
Tobacco Co. (Winston Cigarettes), Esty; 
Borden Co. (General Products), Y&R. 

In Production; Socony Mobil Oil Co., Inc., 
(Mobilgas), Compton; B. F. Goodrich Co. 
(Tires), BBDO; Carnation Co. (Instant 
Milk, Instant Chocolate Milk, Evaporated 
Milk, Friskies’ Dog Food), Erwin, Wasey; 
R. J. Reynolds Tobacco Co. (Winston Ciga- 
rettes), Esty; Borden Co. (General Prod- 
ucts), Y&R. 


MPO TELEVISION FILM INC. 
Completed: Schick, Inc. (Schick Electric 
Shaver), Warwick & Legler; John Hancock 
Mutual Life Insurance Co. (Insurance), Mc- 
Cann-Erickson; R. J. Reynolds Tobacco Co. 
(Camels); Emerson Drug Co. (Bromo- 
Seltzer), Lennen & Newell. 

In Production: R. J. Reynolds Tobacco Co. 
(Camels); Procter & Gamble Co. (Gleem 





Toothpaste), Compton; Philip Morris & Co., 
Ltd., ee. (Philip Morris Cigarettes), Ayer; 
Procter & Gamble Co. (Blue Dot Duz), 
Compton; United States Air Force (Nurses 
Corps) ; Columbia River Packers Assn., Inc. 
(Bumble Bee Tuna Fish), Richard K. 
Manoff; Alliance Mfg. Co. (Genie Door 
Opener), D-F-S; Delco-Remy Div. of Gen- 
eral Motors Corp. (Delco Dry Charge Bat- 
tery), Campbell-Ewald; Boston Red Cross 
(Training Film); Remington-Rand, Inc. 
(Quiet Riter Typewriter Div.), Compton. 


NATIONAL SCREEN 
SERVICE CORP. 


Completed: Bustello Roasting Co. (Coffee), 
Furman-Roth; Pharmaceuticals, Inc. (Geri- 
tol), Edward Kletter; Last of the Mohicans, 
TV Programs of America; Signature Open- 
ing, Associate Artists; Morton Packing Co. 
(Pies), Bates; Dodge Bros. Corp., div. of 
Chrysler Corp. (Dodge Cars), Grant; “The 
Young Stranger,” “Cyclops,” “X The Un- 
known,” JWT. 

In Production: Burry Biscuit Corp. (Cook- 
ies), Beacon; “Movietime USA,” “Holly- 
wood Best,” writ-tv; Pharmaceuticals, Inc. 
(Zarumin), Edward Kletter. 


PLAYHOUSE PICTURES 


Completed: U. S. Navy (U. S. Navy Recruit- 
ing), U. S. Navy Dept.; Commonwealth Edi- 
son Co. (electric, light & power), Burnett; 
Ford Motor Co. (1957 Ford Trucks), JWT; 
Northern Pacific Railroad, BBDO. 

In Production: U. S. Navy (U. S. Navy Re- 
cruiting), U. S. Navy Dept.; Falstaff Brew- 
ing Corp. (Falstaff Beer), D-F-S; San Fran- 
cisco Brewing Corp. (Burgermeister Beer), 
BBDO; Ford Motor Co. (Tennessee Ernie 
Ford Show openers, 1957 Ford Trucks, Two- 
Ford Family—Ford Theatre), JWT; Joseph 
Schlitz Brewing Co. (Schlitz Beer—Schlitz 
Theatre), JWT; Socony Vacuum Oil Co., 
Inc. (Mobilgas), Compton. 


ROLAND REED TV INC. 


Completed: St. Mary’s Packing Co., Inc. 
(Beef Stroganoff), Meldrum & Fewsmith. 


HAL ROACH STUDIOS 


Completed: American Telephone & Tele- 
graph Co., Ayer; Bulova Watch Co. 
(Watches), McCann-Erickson; Beech-Nut 
Packing Co. (Cereal), K&E; Hills Bros. 
Coffee, Inc. (Instant Coffee), Ayer; G. R. 
Kinney Co., Inc. (shoes), M. B. Scott; S. C. 
Johnson & Son (Glo-Coat products), NL&B; 
Nestle Co., Inc. (Nescafe), Houston; Pabst 
Brewing Co. (Eastside Beer), Burnett; 
Richfield Oil Corp. (petroleum products), 
Hixson & Jorgensen; S.O0.S. Co. (Tuffy), 
McCann-Erickson. 

In Production: Bulova Watch Company 
(Watches), McCann-Erickson; Helene Cur- 
tis Industries, Inc. (Spray Net), Ludgin; 
S. C. Johnson & Co. (finishes), FC&B; Len- 
theric (Shampoo), Edward H. Weiss; Len- 
theric (Hair Spray), Gordon Best; Lucky 
Lager Brewing Co. (Beer), McCann-Erick- 
son; Nestle Co., Inc. (Nescafe), Houston; 
Nestle Co., Inc. (Canada), (Nescafe), 
Cockfield Brown; Jules Montenier, Inc. 
(Stopette), Earle Ludgin; Toni Co., Div. of 
Gillette Co. (Bobbi, Pamper shampoo), Tat- 
ham-Laird. 


SONG ADS INC. 


Completed: The Borden Co (4% Butter Fat 
Series), Tracy-Locke; Signal Oil Co. (Gaso- 
line) Barton Stebbins; Southern Bell Tele- 
phone & Telegraph Co., Inc., LN&B; Duncan 
Coffee Company _(Admiration Coffee), 
Tracy-Locke; Ford Motor Co. (Mercury °57 
Cars), Kenyon & Eckhardt; General Mills, 
Inc. (Pillsbury Cookies),- Leo Burnett; 

(Continued on page 52) 





RAVITEYE 


AND THE 


James Fenimore Cooper's all- 
family classic has a ready- 
made audience. Hawkeye’s 
everybody's idol! Thrilling 
outdoor action—an “Eastern” 
filmed on location in actual 
French-Indian War Country. 
You get better sponsor iden- 
tification. Excellent markets 
still available. Wire or 
phone collect right now for 
your market before another 
sponsor beats you fo it. 





Television Programs of America, Inc. 


488 Madison Ave., N. Y. 22 ¢ PLaza 5-2100 
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Schenley Industries, Inc. 
FC&B. 

In Production: Pacific Telephone & Tele- 
graph Co., Cole-Weber; Mrs. Baird’s Bak- 
eries, Inc. (Mrs. Baird’s Bread), Tracy- 
Locke; Lincoln First Federal Savings & 
Loan Assn., Devine & Brassard; Spokane 
National Gas Co. (Natural Gas), Devine & 
Brassard; Signal Oil Co. (Gasoline), Barton 
Stebbins. 


SOUND MASTERS INC. 


Completed: The Nestle Co., Inc. (Cocoa, 
Coffee), McCann-Erickson; Armour & Co. 
(Dash Dog Food), Ayer; V. LaRosa & Sons, 
Inc. (Macaroni, Pizza Pie, Spaghetti, Ravi- 
oli), SSC&B; General Electric Company 
(Lamps), BBDO. 

In Production: The Borden Co. (Lady Bor- 
den Mint, Chocolate Ice Cream), Y&R; The 
Nestle Co., Inc. (Quik Cocoa), McCann- 
Erickson; Diamond Match Co. (Charcoal 
Briquets), Doremus & Co.; Chesebrough- 
Ponds, Inc. (Dry Skin Cream & Angel 
Face), JWT; Plymouth Motor Corp. Divi- 
sion of Chrysler Corp. (Plymouth Cars), 
Ayer; Royal Typewriter Co., Y&R. 


TRANSFILM INC. 


Completed: Hoffman Beverage Co. (Hoff- 
man Mixers), Grey; The Squirt Co. (Squirt 
Soft Drink-Mixer), Fletcher D. Richards; 
Colgate-Palmolive Co. (Ad Detergent), Len- 
nen & Newell; Speidel Co. (Watchbands), 
NC&K; Procter & Gamble Co. (Lilt Sham- 
poo), Grey; U.S. Rubber Company (U.S. 
Royal Master Tires, U.S. Naugahyde fab- 
rics), Fletcher D. Richards. 


TV SPOTS INC. 


Completed: Aluminium Ltd. Sales, Inc., 
JWT; Boeing Airplane Co. (Airplanes & 
Accessories), Frederick E. Baker; The Pru- 
dential Insurance Co. of America, Calkins & 
Holden; Northern Paper Mills, div. of Mara- 
thon Corp. (Waxtex Sandwich Bags), 
Y&R; S. & H. Green Stamps, SSC&B; The 
Gillette Co. (Razors & Blades), Maxon; 
Bulova Watch Co. (watches), McCann- 
Erickson. 

In Production: American Dairy Assn. (But- 
ter Milk), Campbell-Mithun; Swift & Co. 
(Tender Franks, Bacon), McCann-Erickson; 
General Electric Co. (Freezers, Portable 
Tv), Y&R; Carter Oil Co. (Oil), McCann- 
Erickson: Bristol-Myers Co. (Sal Hepatica), 
Y&R; W. A. Sheaffer Pen Co. (Pens), 
Russel M. Seeds. 


UNIVERSAL PICTURES CO. TV 


Completed: Philip Morris & Co., Ltd., Inc. 
(Parliament Cigarettes), B&B; Mercury 
Div. of Ford Motor Co. (Mercury Cars), 
K&E, Chrysler Corp. (Imperial Cars), 
McCann-Erickson; Ford Motor Co. (Ford 
Cars), JWT; Colgate-Palmolive Co. (Deodo- 
rant Soap), L&N; Narragansett Brewing Co: 
(Narragansett Beer), C&W; Philip Morris & 
Co., Ltd. Inc. (Marlboro Cigarettes), Leo 
Burnett; Lever Bros. Co. (Lux Soap), JWT; 
Eastman Kodak Co. (Brownie Cameras) ; 
United States Steel Corp. (Steel Products), 
BBDO; Pillsbury Mills, Inc. (Flour), Leo 
Burnett; Ronson Corp. (Lighters), NC&K; 
DeSoto Division, Chrysler Corp. (DeSoto 
Cars), BBDO; General Motors Corp. (Delco 
Div.), Campbell-Ewald; Calvin Bullock, Ltd. 
(Investment Funds) Doremus; E. I. DuPont 
de Nemours & Co. (Nat. Electric Week), 
BBDO. 


In Production: Philip Morris & Co., Ltd., 
Inc. (Marlboro Cigarettes), Leo Burnett; 
Anheuser-Busch, Inc. (Budweiser Beer), 


(Continued from page 51) 
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SUPPLIER, SERVICE NEWS 


On Film 





NEW MGM-TV DEPARTMENT 

Formation of a commercial and in- 
dustrial film department of MGM-TV 
has been announced by Charles C. 
(Bud) Barry, vice president in charge 
of television for Loew’s, Inc. Virgil E. 
Ellsworth, former president of Mer- 
cury International Pictures, Inc., will 
head the new unit. 

The commercial and industrial film 
department will utilize the MGM 
studio’s complete physical facilities. 
Commercials will be produced in color 
and black-and-white, either in live ac- 
tion or animation. Mr. Barry said “ad- 
vertisers [will be offered] the same 
quality of production as the studio’s 
feature and short-subject films.” 


WARNER TV BRANCHES 

The opening of New York and Chi- 
cago offices to service agencies and 
industrial-film accounts of the Warner 
Bros. television commercial and indus- 
trial film department has been an- 
nounced by Jack L. Warner, president 
of Warner Bros. Pictures, Inc. 

Joseph D. Lamneck, former agency 
executive, will be regional division 





D’Arcy; DeSoto Division, Chrysler Corp. 
(DeSoto Cars), BBDO; Kellogg Co. (Sugar 
Pops), Leo Burnett; San Francisco Brewing 
Corp. (Burgermeister Beer), BBDO; Gen- 
eral Motors Corp. (Chevrolet Cars) Camp- 
bell-Ewald; Chrysler Corp. (Dodge Cars), 
Grant; American Tobacco Co. (Hit Parade 
Cigarettes), BBDO; Mercury Div., of Ford 
Motor Co., (Mercury Cars), K&E; Pepsi- 
Cola Company (Pepsi-Cola), K&E; Union 
Oil Co. of California (Oils), Y&R. 


UPA PICTURES INC. 


Completed: Piel Bros. (Piel’s beer), Y&R; 
P. Lorillard Co. (Old Gold Filters), Lennen 
& Newell; Wm. Schluderberg—T. J. Kurdle 
Co. (Esskay Meats), VanSant Dugdale. 
In Production: Piel Bros., Inc. (Piel’s Beer) 
Y&R; National Biscuit Co. (Nabisco 
“Spoonmen”), K&E; Colonial Stores, Inc. 
(Natur-Tender Meats), Liller, Neal & Bat- 
tle; P. Ballantine & Sons (Ballantine beer), 
Wm. Esty; Esslinger’s, Inc. (Esslinger’s 
Beer), J. Cunningham Cox; Genesee Brew- 
ing Co. (Genesee Beer), Rogers & Porter; 
The Coca Cola Export Corp. (Coca Cola), 
Rogers & Porter; P. Lorillard Co. (Old Gold 
Filters), Lennen & Newell. 


WILDING PICTURE PRO- 
DUCTIONS INC. 

Completed: Ford Motor Co., JWT; Standard 
Oil Co., D’Arcy; Ohio Oil Co., Ayer; S. C 
Johnson & Son, Ltd. (Wax), NL&B. 


manager for the eastern states and will 
headquarter in New York. Burton A. 
Neuberger, film executive, will be mid- 
western states manager, working out 
of the company’s Chicago Film Ex- 
change Building. Mr. Lamneck has 
served as executive producer and pro- 
duction supervisor for Kenyon & Eck- 
hardt, McCann-Erickson and Cecil & 
Presbrey. Mr. Neuberger was formerly 
vice president of Roland Reed Tv, Inc., 
and national sales manager for Kling 
Film Productions. 

Both men will operate under Walter 
Bien, executive in charge of the com- 
mercial department, and Jack M. War- 
ner, executive of the Warner Bros. 
television division. 


WILDING N. Y. STUDIO 

Wilding Picture Productions, Inc., 
Chicago, has acquired a studio in New 
York that will put its entire eastern 
television production and personnel 
under one roof. Located at 157 E. 69th 
St., the new studio will provide com- 
plete facilities for photography, sound 
recording, cutting and projection. 

The needs of increased production 
in the television division, under the 
direction of Russ Raycroft, forced the 
acquisition of the new location. Bill 
Morris is New York production man- 
ager. C. H. Bradfield Jr., president of 
Wilding, said, “The leasing of the new 
facilities provides our clients with a 
self-contained producing studio in New 
York and is another step in our long- 
range plans for production facilities in 
key centers throughout the country.” 


TRANS-LUX NAMES 

Irving Kleinfeld has been named 
sales service manager of Trans-Lux 
Television, according to an announce- 
ment by Richard Carlton, vice presi- 
dent. Mr. Kleinfeld was formerly with 
Sterling Television Corp. in the editing 
and servicing departments. 


DYNAMIC PICKS GLAUBMAN 
The appointment of Maury J. Glaub- 
man, veteran film, radio and tv writer 
(Continued on page 56) 























Coffin (Continued from page 39) 


toward it than those who have not. 

Comparing non-color owners who 
have seen color to those who have not, 
almost three times as many feel that 
present-day color is of good quality, 
and twice as many feel that the color is 
as good as Technicolor movies. 

This also carries over into feelings 
about owning color. Again, comparing 
those who had seen color to those 
who had not, almost twice as many 
feel that they are “likely to buy in the 
next few years,” 50 per cent more are 
“very interested in owning” color and 
44 per cent more have actually 
“thought about buying” a set. 

Thus, as more people see color, 
more become enthusiastic about it. 
Seeing color is a sizable step toward 
buying. 


e 3. Changing attitudes: 

There was little change in program- 
ming, as in price, between the first 
and second waves of interviewing, but 
there was a steady improvement in 
public attitudes toward color. 

Comparing non-color 
December 1955 to the same non-owners 
in May 1956: twice as many said they 
were “likely to buy in the next few 
years,” 78 per cent more believed 
“color is perfected now,” 46 per cent 
more thought “it is as good as Techni- 
color” and 45 per cent more felt there 
are “plenty of color programs.” 

Thus the public’s attitude toward 
color was improving even before last 
summer’s price drop. Since these sur- 
veys, in addition to a price cut from 
$700 to $500, there has been a con- 
siderable increase in the amount of 
color programming and color promo- 
tion, which may have improved atti- 
tudes even more. 


owners in 


e 4. The new market: 

In the May °56 study we asked 
respondents how much they would be 
willing to pay for a color set. At the 
$700 price then current, only about 
3 per cent of the homes in Color- 
Town indicated they would be inter- 
ested in buying. At a $500 price 
(which in fact became effective two 
months later) 15 per cent of Color- 
Town homes indicated they would be 
interested. While this is not considered 
a specific “prediction” of purchase, 





Tv School 


As outlined by Lawrence H. 
Rogers II, president of wsaz-Tv 
Huntington, W. Va., “the facil- 
ities of a commercial broad- 
caster, in order to serve the 
public interest, must be readily 
available to all channels of in- 
formation and education.” 

To help fulfill its educational 
role, wsaz-Tv for the past three 
years has carried Camera Goes 
to School, produced in coopera- 
tion with the local school sys- 
tem and colleges and seen every 
Monday, Wednesday and Friday 
afternoons. Last spring WSAZ-TV 
also made its color facilities 
available to the program. Sub- 
jects on all educational levels are 
dealt with, from grammar school 
to college. 

A special booklet, Educational 
Television and Radio, outlining 
the station’s educational activi- 
ties and the importance of such 
programming to a commercial 
station, is currently being dis- 
tributed by wsaz-Tv. 
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it marks a definite broadening of the 
interest-base. 

Moreover, seven out of ten homes 
in ColorTown are in the “middle 
income” group; this is the market 
tapped by the new lower price. This 
group is not only much larger than the 
upper-income group, it is also much 
more interested in television per se. 

Comparing middle-income families 
to high income: 42 per cent more 
indicate very strong interest in tv in 
general, 29 per cent more feel that 
“everyone is talking about color” and 
20 per cent more consider color “im- 
portant to own.” 

Early set-sales were concentrated in 
upper-income homes. Opportunity to 
view these sets and exposure to word- 
of-mouth comment by owners tended 
to be limited to friends of owners, 
hence to other upper-income people. 

The new market tapped by the $500 
price is largely middle income, which 
means that as color starts to penetrate 
this level, this more-interested group 
as a whole will have increasing oppor- 
tunities for exposure. And, as indicated 
earlier, exposure is an important step 


to increasing color tv saturation. 

While present data on color tv 
cannot be considered definitive, a trend 
already appears to be emerging. The 
rate of color-set sales in ColorTown 
has begun to increase sharply. Seeing 
color clearly relates to interest in 
owning it. People who own color are 
well satisfied with it. The price is no 
longer beyond the reach of middle- 
income homes. ColorTown’s interest is 
quickening. 





Owners (Continued from page 39) 
moves back away, your picture blurs a 
bit.” 

“Many programs have inferior trans- 
missions, but we enjoy the better ones, 
naturally.” 

“When they perfect the transmitting 
of the programs it will even be better.” 

“T think there is still work to be 
done on color transmission.” 

There were five other areas of enjoy- 
ment mentioned 25 times by the fami- 
lies. BBDO labeled them 


plusses.” They were: People and set- 


“ +4 
special 


tings look very realistic, natural; chil- 
dren love it; wonderful to see cos- 
tumes in color; gives the picture depth 
—like watching 3-D: fun to learn new 
color combinations. 

Owners showed considerable inter- 
est in the future of color. There seemed 
to be the notion that color would im- 
prove, that it was sort of an experi- 
mental time for the spectrum. Respon- 
dents discussed 


color programs, the 


improvement, more 
possibility of 
everyone owning color, more people 
buying when the price is lowered and 
the inevitability of price reductions. 
Comments: 

“We all think that it is the coming 
thing and a must in every home in the 
very near future.” 

“The tubes are still too expensive 
now, but they will come down in price 
just as black-and-white did, and they 
will also have less tubes in them.” 

A good deal of comment concerned 
cost—both the initial set price and re- 
pair. Twelve families said the set was 
well worth the price they paid. In con- 
trast, seven families expressed the 
opinion that the price had been too 
high for what was being offered at 
the time. 

Mixed comments were also forth- 


(Continued on page 54) 
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coming on upkeep—service policy, in- 
surance and so on. For instance: 

“It is not any more expensive to 
keep up than black-and-white.” 

“The cost of operation is too high, 
so we use the black-and-white set for 
any programs that aren’t in color.” 

On the service policy: 

“It has been expensive for service 
calls because we got only a three- 
month service guarantee and | wasn’t 
home for one of the months.” 

“I get much better service on my 
service policy than I ever did on a 
similar policy I carried on a black- 
and-white set.” 

Insurance: 

“I would recommend people to buy 
it and also insurance for repair costs.” 

“My dislike is the terrific amount of 
insurance you have to carry on it.” 

Pride of ownership was expressed 
by 19 families. A good many ex- 
pressed it in pure and simple terms. 
Another group indicated its pride in 
more subtle, if snobbish, terms. This 
group remarked that color tv was too 
expensive for the “average family” or 
the “general public.” The implication 
was obvious that said families did not 
consider themselves either average or 
general. None of the sample families, 
however, is connected with advertising 
or tv. 


Group Viewing 

Eleven families brought friends and 
neighbors into the discussion. Most 
told of group viewing and the favor- 
able impression on outsiders. But, said 
one, “I don’t let my neighbors know 
that I’ve got one because I don’t want 
them popping in here.” 

Types of programs spontaneously 
mentioned by families as the best in 
color were, in order, music, plays, 
nature pictures, spectaculars, variety 
shows. 

A couple of respondents (both mem- 
bers of one family) expressed loyalty 
to color-show sponsors: 

“We feel the advertisers’ commer- 
cials are what is paying for our enter- 
tainment, so we patronize them where 
at all possible.” 

“I don’t mind the commercials at 
all. They have influenced our buying, 
because we feel that if they give us 
free tv enjoyment we can patronize 
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ABC-TV Color 

ABC-TV will move into color 
programming in 1958, it was re- 
vealed during the recent “ABC in 
Action” presentation coincident 
with the fourth anniversary of 
the American Broadcasting-Para- 
mount Theatres, Inc., merger. 
Oliver Treyz, vice president in 
charge of ABC Television prom- 
ised that color programming 
would be a definite part of the 
network’s expansion. 











WNBOQ (Continued from page 41) 


sulting from the conversion from 
black-and-white to color, the station 
settled down for the long, hard pull. 
Foremost was its obligation to present 
programming of the highest possible 
quality to viewers in more than two 
million television homes in the mar- 
ket. In addition, there was the obliga- 
tion to continue to serve the adver- 
tisers, without whose support the 
station could not possibly fulfill its 
responsibilities to the public. 

Aside from these two basic consider- 
ations, the station was aware that as 
the first all-color station—thus making 
it somewhat of a model local color 
operation for the industry—it was ex- 
pected to pioneer in all phases of this 
new medium, in programming, pro- 
duction, engineering and sales. And 
the only place it didn’t want to see 
color was on the balance sheet, which 
had to be in black. Also, the station 
had to sell color—to the public, the 
retail dealer, the advertiser and to 
some segments of the industry. 

A color orientation program for 
advertisers had been under way for 
several months prior to last April. 
Through a series of weekly clinics 
conducted by the sales, program and 
engineering staffs, current clients had 
the opportunity to color-test their prod- 
ucts under studio conditions. Later, 
these color sessions were made avail- 
able to any interested agency, whether 
or not its clients were advertising on 
WNBQ. 





them.” 

“Here,” says BBDO, “is another area 
which might provide very fruitful in- 
formation, if further research were to 
be applied to it.” 


In all, some 30 agencies, including 
one from Memphis, Tenn., availed 
themselves of this free service. The 
station still has its door open to any 
agency in the country. 

To expand this kind of color-educa- 
tion program, WNBQ established a 
color sales-development department, 
headed by Howard W. Coleman. His 
is a broad assignment under specific 
orders from Mr. Herbuveaux to “pro- 
mote color.” This includes such diverse 
activities as working with the RCA 
Victor Distributing Corp. of Chicago 
to aid in promoting WNBQ color on 
the retail level; providing color infor- 
mation for wNBQ and NBC Spot sales- 
men, agencies and clients, and carry- 
ing the color-television story to anyone 
who will listen to it through trade and 
civic organizations. 


Selling Color 

In this connection, WNBQ’s color 
sales-development department has cre- 
ated special presentations before such 
influential groups as the Central 
Region convention of the American 
Association of Advertising Agencies. 
On this one, a lipstick and a tie were 
borrowed from members of the audi- 
ence and rushed to the WNBQ studios, 
where a ten-minute closed-circuit tele- 
cast was built around the two items. 
A special half-hour colorcast which 
took viewers behind the scenes at 
WNBQ was also produced. In January, 
the station arranged to feed its Hall 
of Color closed circuit, which regularly 
goes also to the RCA Victor showroom 
on a lower floor of the Merchandise 
Mart, to the showrooms of other set 
manufacturers during the annual In- 
ternational Home Furnishings Market 
in the Mart. 

To further the promotion of color 
on all fronts, the station organized a 
wnBQ Color Awareness Program proj- 
ect, titled “Q-CAP.” A committee of 
management, department heads and 
color specialists meets regularly to 
plan and coordinate WNBQ’s color cam- 
paign. This group explores all possible 
angles on telling the WNBQ color story 
through programming, promotion, 
publicity, merchandising, news and 
special events, public affairs and edu- 
cation and public speaking. Henry T. 
Sjogren, WNBQ’s assistant general man- 
ager, supervises the “Q-CAP” program. 

(Continued on page 56) 
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Washington Memo 
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BOOST FOR UHF? Although final 
action has not yet been taken, the FCC 
has given strong indication that it 
means to go ahead with deintermix- 
ture on a larger scale than had been 
expected. It is quite evident that the 
recommendation of the Senate Inter- 
state Commerce Committee to proceed 
with deintermixture on “as broad a 
basis as possible” is being taken liter- 
ally. The Commission has gotten itself 
in a position where it must fish or cut 
bait. It must answer to the Committee 
when the allocations hearings begin 
March 5. 

Assuming that the Commission 
votes the same way on the final go- 
round as it did on its instructions to 
the staff (relative to preparation of 
decisions), its action will give uhf a 
considerable lift. Additional uhf 
“islands” will be created in Peoria, 
Springfield, Fresno and Evansville. 
By the time this report appears, the 
agency may have decided also to re- 
move vhf channels allocated to El- 
mira, N. Y., making this area all-uhf, 
and Vail Mills, N. Y., making the Al- 
bany-Schenectady-Troy area predomi- 
nantly uhf. 

Of course, voting deintermixture in 
areas where vhf channels are allocated 
or conditional vhf grants have been 
made is one thing. In these situations, 
regardless of what difficulties the Com- 
mission may face in implementing its 
action, the uhf fort is held. Naturally, 
vhf grantees may exercise their legal 
rights and perhaps go to court. But in 
doing so they may take the risk— 
should they refuse to accept uhf in 
place of vhf assignments—that addi- 
tional uhf competition might come 
along while they are engaged in liti- 
gation and grab off the third network. 


LEGAL BATTLES LOOM. But it is 
another thing to vote deintermixture 
in areas where vhf stations have been 
permitted to go on the air. Neverthe- 
less, this is what the Commission has 
tentatively decided to do in Fresno 
and Evansville and seriously consid- 
ered doing in Madison, Wis. It takes 
no great vision to predict that it will 


require some doing to force the sta- 
tions affected to shift from vhf to uhf. 
It must be presumed, however, that the 
Commission was advised by its legal 
staff that it can require the shift—and 
enforce it. No doubt, when the v’s get 
their day in court, the agency’s lawyers 
will argue that the authorizations to 
construct in Fresno and Evansville 
were made subject to the outcome of 
the deintermixture proceedings and 
that in building their stations the 
grantees took the risks involved. Cer- 
tainly, there will be interesting legal 
battles ahead. 

As several members of the Commis- 
sion have emphasized, the term “dein- 
termixture” has a dual application. 
Deintermixing channels to provide for 
all-uhf stations in certain areas usually 
sets off a chain reaction which makes 
possible additional vhf stations in 
other areas. The proposed removal of 
channel 2 from Springfield is tied in 
with a projected assignment of that 
channel to St. Louis. In a sense, St. 
Louis also would be deintermixed into 
an all-vhf area, inasmuch as the uhf 
station in operation there would ex- 
change channels with the vhf grantee 
in Springfield. More important, the ad- 
ditional vhf channel for St. Louis 
makes it possible for a fourth station 
to exist in that city, where chances of 
an ultra-high surviving against three 
v’s would be pretty dim. 

Similarly, deintermixture in Peoria 
would be accompanied by the reassign- 
ment of the displaced vhf channel to 
Rock Island, Ill., providing a third v 
for the Davenport-Rock Island-Moline 
area. Deintermixture in Fresno would 
mean a second v for Santa Barbara, 
and making Evansville all-uhf would 
result in a third v for Louisville, Ky. 

There are also other moves pending 
to drop in additional v’s to New Or- 
leans, Miami and other cities. Alto- 
gether, there may be channel-shuffling 
in as many as 20 areas and new vhf 
stations in possibly a dozen. The extent 
of the reallocations may be decided in 
a wrap-up action scheduled for this 
week. 


(Continued on page 58) 
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Tube Sale High 
had a_ peak 


year in picture-tube sales in 
1956, according to the Radio- 
Electronics-Television Manufac- 
turers Assn. 

A total of 10,987,021 picture 
tubes, valued at $196,220,240 
were sold in °56. In 1955, 10,- 
874.234 were sold. 

Receiving-tube sales in 1956 
totaled 464,186,000, the second 
highest figure. The top total for 
receiving tubes was marked in 
1955 with 479,802,000. 


Manufacturers 








WNBO (Continued from page 54) 


WNBQ, in our opinion, has done a 
great job in blazing a pioneer trail in 
local color operations. It has demon- 
strated that the conversion from mono- 





chrome to color can be accomplished 
with surprisingly minor technical and 
operational problems. 

The public doesn’t have to be sold 
on the advantages of color. It is our 
observation that to have seen it is to 
be sold on it. Unfortunately, it doesn’t 
follow that the interested prospect is 
an automatic customer. He has crossed 
the first hurdle, but there are several 
more between him and the ownership 
of a color receiver. This is the retailer’s 
problem. We don’t complain on that 
score in Chicago. According to unof- 
ficial estimates, there were 9,000 color 
receivers in Chicago in January, as 
compared to less than 2,500 last April. 

To my knowledge, no one has had 
to hit any WNBQ advertiser over the 
head to convince him of the terrific 
sales appeal of products or services 
demonstrated with sound, sight and 
color. The advertising agency that is 
constantly on the alert for new and 
improved techniques in thr art of sell- 
ing doesn’t have to be told that color 
television is the most potent weapon 
yet put at the disposal of its clients. 

WNBQ is nearing the end of its first 
year in color. It is celebrating the 
event with a missionary-like excursion 
to the other NBC Owned Stations with 
its midday full hour of color. That 
would seem to be proof enough for the 
moment that color television is not 
only here to stay in Chicago, but is 
going places besides. 
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On Film (Continued from page 52) 


and producer, as director of the pub- 
lic-affairs division of Dynamic Films, 
Inc., New York, has been announced 
by Nathan Zucker, president. Mr. 
Glaubman, the announcement states, 
has received 16 awards by the Ohio 
State Institute for Education by Radio 
& Television, and his documentary 
film, The High Wall has received six 
international awards at various film 
festivals. 


MILLER PROMOTED 

The election of Arthur J. Miller as 
vice president in charge of east-coast 
operations for Pathe Laboratories, 
Inc., has been announced by Kenneth 
M. Young, board chairman and presi- 
dent of the company. Mr. Miller, who 
joined Pathe a year ago as technical 
director, will headquarter at Pathe’s 
film-processing plant in New York. 
Six months after joining the firm, Mr. 
Miller was named east-coast general 
manager. 


BREWER ADVANCED AT ANSCO 

Edward F. Brewer has been pro- 
moted to manager of professional and 
technical sales promotion for Ansco, 
Binghamton, N. Y. Mr. Brewer, who 
joined Ansco in 1946, has been execu- 
tive assistant to the field and general 
sales managers for the past five years. 
He is now responsible for planning and 
implementing promotional programs 


for all Ansco photographic films, 


papers, chemicals and equipment in 
the professional photographic, medical, 
industrial and graphic-arts fields. 


FILM SERVICE 

A new feature-film service that pro- 
vides information and promotion ma- 
terials free to stations has been or- 
ganized by Bruce Balaban, president. 
Called Tv-Movie News Service, the 
company was formed to fill a need as 
a central source for film data requested 
from stations and without cost to 
them. The items that will be provided 
are background information on sta- 
tions’ feature-film libraries (stills, pro- 
duction notes, etc.), contest informa- 
tion and prizes, soundtrack records and 
movie hit tunes, high-quality short 
films on current features and stars, 
anecdotes and news items. 

Tv-Movie News Service has head- 
quarters at 219 E. 44th St., New York, 
and will distribute its program mate- 
rials through Modern Teleservice fa- 
cilities in that city, Chicago and Los 
Angeles. 


LeVINE KLING DIRECTOR 

Midwest syndicated-film representa- 
tive Al LeVine has been appointed 
director of the Kling Film Enterprises 
syndicated-film division, Chicago. He 
will continue to market and distribute 
film through his.own company, Sport- 
lite, Inc. 

In his new capacity, Mr. LeVine 
will organize sales and supervise dis- 
tribution for Kling’s programs. 





Warner Brothers executives at the opening of New York and Chicago service 
offices (see story page 52). Left to right are Joseph Lamneck, eastern division 
manager WB-TV commercial & industrial film dept., Walter Bien, executive in 
charge; Burton A. Neuburger, mid-western division manager and Jack M. 
Warner, executive of the Warner Brothers Television division. 
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News (Continued from page 47) 


“ABC in Action,” marks the fourth 
anniversary of the American Broad- 
casting-Paramount Theatres merger. 
During that period, the ABC-TV vice 
president in charge of television points 
out, the network has moved from three 
first places among the 49 half-hour 
evening program periods (7:30-11 
p-m.) to 10 while NBC-TV has dropped 
from 29 to nine and CBS-TV jumped 
from 17 to 30. 

During the same four years, accord- 
ing to ABC-TV reports of both Nielsen 
and Trendex ratings, the network has 
moved into second place in the areas 
where and when it competes with CBS 
and NBC. While no ABC-TV show had 
a home audience of as many as 8 mil- 
lion homes four years ago 13 of the 
network’s programs now reach more 





New CTS Color 


Closedcircuit Telecasting Sys- 
tem, Inc., New York, a new firm 
specializing in closed-circuit color 
tv presentations, has gotten off 
the ground with a week-long 
series of demonstrations for ad- 
vertisers and agencies. 

President of the firm is Fan- 
shawe (Togo) Lindsley, former 
executive of Theatre Network 
Television, who says, “Color . . 
has suddenly obsoleted black- 
and-white.” CTS utilizes RCA 
equipment and can set up a 
closed-circuit network of between 
50 and 60 cities. Main origina- 
tion points are New York, Chi- 
cagovand Los Angeles, but other 
arrangements can be made as re- 
quired. It was learned that a 
complete color presentation costs 
between 15 and 20 per cent more 
than in black-and-white. 

CTS, like most closed-circuit 
firms, sells its services on a pack- 
age basis, from programming to 
networking. It also will serve as 
co-producer. The company has 
invested more than $250,000 in 
color equipment which also pro- 
jects black-and-white pictures. 

Tom W. Judge is sales vice 
president and John Mackenzie 
production consultant. 

















OLIVER TREYZ 
. sees bright future for ABC-TV 


than that figure. ABC-TV cost per 
thousand has dropped from $4.49 last 
year to $3.55 this year. 


NEW PROGRAMMING. And the 
network promises an even greater im- 
provement in the future. ABC-TV will 
offer Frank Sinatra, Mike Wallace, 
Pat Boone and Guy Mitchell in their 
own television shows. 

In addition new programs are plan- 
ned. One of these is Zorro, a weekly 
half-hour live action series produced 
by Walt Disney. Five are western and 
adventure series: Trouble Smith, star- 
ring Bill Hutchins in a series about a 
young man getting in and out of 
trouble; Oklahoma Kid, a westerner 
who hates cheaters; The Texans, an 
adventure series; The Californians, 
about law enforcement by the vigi- 
lantes during the gold rush, and 
Amazon Trader, a travel and adventure 
series filmed in the jungle. 

In the music situation-comedy field 
Tin Pan Sally will deal with a girl in 
the music publishing business. In Pub- 
licity Girl Jan Sterling will be the man- 
ager of a struggling publicity firm. 
Glamor Girl will attempt to transform 
everyday young women into “movie 
queens.” 

Documentary melodrama will be 
represented by a new series on the New 
York police, which is still to be named. 
Fame and Fortune will be the name of 
a new variety talent show in which 
entertainers will contend for cash 
prizes. 

For those interested in animal pro- 


Real Estate 


If information is needed on 
the ability of national television 
to sell real estate, an industry 
that by tradition clings to the 
more conservative newspaper ads, 
just ask Rolling Green Ridge 
Associates, Miami, Fla. 

This firm, faced with the de- 
velopment of a 2,000-acre resi- 
dential subdivision, turned to 
Dave Garroway and Today. The 
homesites, located at Boynton 
Beach just 11 miles south of 
Palm Beach, ranged in size from 
60 by 100 feet and up, with 
prices set between $2,100 and 
$3,600. When completed, the 
subdivision will comprise 8,000 
homesites. 

The job of selling was left 
initially in the hands of Today. 
A schedule of 13 announcements 
spread over 20 days was de- 
livered by emcee Garroway. The 
results were phenomenal. Within 
30 days more than 20,000 in- 
quiries were received from people 
all over the country. Garroway 
even sold himself on the idea, 
and, after a personal visit to 





the site, purchased a lot for 
himself. 





grams ABC will offer Snowfire, a 
weekly half-hour about a white stallion 
who talks to the five-year-old daughter 
of a widowed rancher. 

Mr. Treyz pointed out that the net- 
work is nearing a solution of its sta- 
tion clearance problems. In 1956, he 
said, three out of four ABC-TV pro- 
grams had a coverage factor of 80 per 
cent or more of the nation’s television 
homes. 

Plans are being made to improve 
studio and office facilities for the net- 
work in New York, Hollywood and 
Chicago. 

In a direct bid for more daytime busi- 
ness ABC Television has announced 
a new “D” rate for the hours before 
5 p.m. The rate is based on one-third 
of the Class A rate and is explained by 
Mr. Treyz as “mathematically more 
realistic reflection of the day-night 
ratio of homes using television.” 
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if you’re feeling very well 





if it’s living you want most 


/ 


_ 


have a checkup yearly 


Many cancers can be cured if 

detected in time. That’s why 

it’s important for you to have 

a thorough checkup, including 
a chest x-ray for men and 
a pelvic examination for 
women, each and every 
year...no matter how 
well you may feel, 


AMERICAN CANCER SOCIETY 
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Memo (Continued from page 55) 


EXPENSIVE ELECTIONS. The vo- 
luminous report (921 pages) of the 
Senate Subcommittee on Privileges 
and Elections on 1956 campaign ex- 
penditures provides a wealth of mate- 
rial on the cost of conducting an elec- 
tion in the United States. The report 
shows that on the basis of direct ex- 
penditures alone by the Republicans, 
Democrats, labor groups and other or- 
ganizations, it cost approximately $33 
million for the national election. But 
the total campaign bill, according to 
the report, “far surpasses” this figure. 


Most Complete Data 

The report contains the most com- 
plete data ever collected on expendi- 
tures for television in an election cam- 
paign. For this information, the Sub- 
committee collected figures from all 
networks and 97 per cent of the sta- 
tions. Its study covers the period from 
Sept. 1 through Nov. 6. 

The television bill for the various 
campaigns, the report shows, was $6,- 
483,000, of which amount the Repub- 
licans spent $3,736,000. More than 
half—$3,654,000—went for the Presi- 
dential campaigns; nearly $1 million 
was spent for the Senatorial races; 
about $470,000 for Congressional: 
and about $1.4 million for other 
offices. In all categories except the Sen- 
atorial, the Republicans spent substan- 
tially more than the Democrats. 


Greatest in New York 

In the Senatorial races, as might be 
expected, expenditures for television 
were greatest in the largest states: New 
York, Pennsylvania, California. How- 
ever, there seemed to be no relation- 
ship between the amounts spent for tv 
and the winning candidate. In New 
York, for example, where the Re- 
publican candidate won, the Democrats 
spent considerably more for tv than 
did the Republicans. In Ohio, where a 
Democrat won, the Republicans spent 
the most. In Oregon, where the Demo- 
cratic candidate was elected, the Re- 
publicans were the heavier users of tv. 
However, the party of the winning 
candidate spent more for tv in Califor- 
nia, Pennsylvania, Maryland, Ken- 
tucky, Washington and Illinois. 

The increase in the number of sta- 
tions during the last four years was 


reflected in the expenditures for tv in 
the Presidential, Senatorial and Con- 


. gressional campaigns in 1956 as com- 


pared to 1952. The expenditures for 
1956 were $5,099,000. For 1952 they 
were $2,951,000. 

The report notes “a significant de- 
crease” in the use of radio during 1956 
($1,956,000) as compared to 1952 
($3,111,000) . 





KMJ-TV Bee 


To Californians, the busy bee 
long has been known as the 
trademark of the McClatchy 
communications enterprises. The 
bee was first adopted for the 
newspaper interests, Sacramento 
Bee and Modesto Bee, and was 
known as Scoopy. When radio 
stations were acquired, the figure 
of a bee with a microphone in 
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its hands, named Gabby, repre- 
sented this part of the Mc- 
Clatchy holdings. 

Then television and KMJ-TV 
Fresno came on the scene. When 
this happened, the McClatchy 
imprint was adapted to the new 
medium and given the name 
Teevy. Walt Disney and his staff 
created all three trademarks, and 
they bear the master cartoonist’s 
signature. The actual selection of 
the figures was done by company 
management from a group of 
samples. 

Teevy has been used by KMJ- 
TV since it opened in May 1953. 
It is seen in all station adver- 
tising, printed material and, of 
course, on-the-air stints. With 
color on the scene, an animated 
tint cartoon with sound, pre- 
pared by Disney, is used as a 
station ID. 























TELEVISION AGE 


a | t's not the timebuyer’s function 
to be visionary or idealistic 
about color,” an associate media direc- 
tor told TELEVISION AGE. “We have to 
look at the situation realistically, here 
and now. If one of our clients has color 
commercials, sure we'll try to place 
them next to color shows. If he doesn’t, 
what good is a color adjacency? But 
it’s not our job to sell a client on color, 
only to buy it for him if he’s got it.” 

This view pretty much reflected the 
feelings of most of the television time- 
buyers to whom TELEVISION AGE talked 
about color. A roundup of the buyers’ 
opinions on other color matters could 
be summarized as follows: 

Buyer’s Opinions 

e The majority agrees that it is 
equitable for a station to have the right 
to sell a color adjacency to a sponsor 
who has a color commercial, even if 
it means pre-empting the black-and- 
white advertiser. But all agree that 
pre-emption does not mean losing the 
franchise on the time. 

e Buyers are unanimous in their 
refusal to pay a premium for maintain- 
ing a black-and-white announcement 
adjacent to a color show. “I would yell 


like a stuck steer,” 


one buyer said. 

e Most buyers (but not all) agree 
that when a station can show enough 
color circulation in its market, it may 
ask a premium for spotting a color 
announcement next to a color show. 
“A station may ask,” was a comment, 


“but that doesn’t mean it will get it. 
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A review of 


current activity 


in national 
spot tv 


I can’t say what I'd do until 1 come 
across such a request.” Another buyer 
pointed out, “A few years ago one sta- 
tion set up a price for color adjacencies 
but it never got it. And I believe that 
after a while they even stopped asking 
for it.” “I’m against paying premi- 
ums,” was a third opinion. 

e All buyers agree that their clients 
with colorgenic products would get 
into color-spot buying if color-set cir- 
culation were “high enough.” And all 
are frank in admitting that they don’t 
know when that time will come. 


ANHEUSER-BUSCH, INC. 
(D’Arcy Advertising, St. Louis) 

This beer firm’s heavy spot campaign 
mentioned in Spot Report Nov. 5, 1956, and 
Jan. 14, 1957, is definitely set to start 
around April 1 to run for the rest of the 





Alice J. Wolf, timebuyer at Grey Ad- 
vertising, is handling schedules for 


Dan River Mills, Inc. 





REPORT 


year. The company is buying minutes, 20's 
and ID’s. The following is the list of 
markets in which the company will try to 
place schedules: Birmingham, Mobile, Mont 
gomery, Phoenix, Ft. Smith, Little Rock, 
Los Angeles, San Diego, San Francisco, 
Denver, New Haven, Washington, Ft. Myers, 
Jacksonville, Miami, Orlando, Pensacola, 
St. Petersburg, Tallahassee, Tampa, West 
Palm Beach, Albany, Ga., Atlanta, Augusta, 
Champaign, Chicago, Peoria, Rockford, 
Springfield, Ill., Indianapolis, Cedar Rapids, 
Davenport, Des Moines, Wichita, Baton 
Rouge, New Orleans, Shreveport, Baltimore, 
Boston, Springfield, Mass., Detroit, Columbia, 
Joplin, Kansas City, Springfield, Mo.. 
Omaha, Albany, N. Y., Buffalo, New York, 
Syracuse, Charlotte, Durham, Greensboro, 
Winston-Salem, Cincinnati, Cleveland, 
Columbus, O., Dayton, Toledo, Youngstown, 
Oklahoma City, Tulsa, Portland, Ore., Lan 
caster, Philadelphia, Pittsburgh, Providence, 
Charleston, S. C., Greenville, S. C., Chatta 
nooga, Knoxville, Memphis, Nashville, 
Dallas-Ft. Worth, El Paso, Houston, Wichita 
Falls, Norfolk, Richmond, Roanoke, Seattle, 
Green Bay and Madison. Harry Renfro is 
the top media man on the account; John I. 
Hyatt and Dolan Walsh are the timebuyers 


ATLANTIC REFINING CO. 

(N. W. Ayer & Son, Inc., N. Y.) 
There will be three-day Atlantic campaign 
of nighttime 20’s in all of the company’s 
eastern cities on March 7, 8 and 9. William 
Millar is the timebuyer. 


B. T. BABBITT, INC. 

(Harry B. Cohen Advertising Co.., 
Inc., N. Y.) 

The company is making GLIM buys in 
scattered markets with varying starting dates 
Robert Kelly is the timebuyer. 


BISSELL CARPET SWEEPER 
co. 
(N. W. Ayer & Son, Inc., N. Y.) 


Starting around March 25, this company 

will place daytime minutes in some 50 

markets. Val Ritter is the timebuyer. 
(Continued on page 61) 
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the stamp of quality Coverage... 


in the Prosperous Piedmont section of North Carolina and 


Virginia is that delivered ONLY by WFMY-TYV. You too can stamp-out 


more accounts receivable, greater profits, too, by calling your 
H-R-P man today for the full story of this booming Southern 


market . . . completely covered only by WFMY-TV. 


Greensboro 
Winston-Salem 
Durham 

High Point 
Salisbury 
Reidsville 
Chopel Hill 
Pinehurst 

Fort Bragg 
Sonford 





Danville, Va. 


WFEMY-TV ... Pied Piper of the Piedmont 
“First with LIVE TV in the Carolinas” 
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Martinsville, Va. 


50 Prosperous Counties * 2 Million Population 
$1.9 Billion Retail Sales 


$2.5 Billion Market « 


witmy-tv 
Channel Z 





GREENSBORO, N. C. 


Represented by 
Harrington, Righter & Parsons, Inc. 


New York — Chicago 


San Francisco 


Atlanta 


Basic 





Since 1949 














Personals 


CHET SIMMONDS, timebuyer on 
Falstaff Brewing Co. at Dancer-Fitz- 
gerald-Sample, Inc., New York, has 
left to join Sports Programs, Inc., 
which specializes in regional spérts 
presentations and is headed by Ed 


Scherick, at one time sports director at 
D-F-S. 


SALLY REYNOLDS, timebuyer at 
Norman, Craig & Kummel, Inc., New 





York, has joined Lennen & Newell, 
Inc., that city, to work on the Colgate- 
Palmolive account. 


CHARLES DREIER JR., manager 
of the media department at Fletcher 
D. Richards, Inc., New York, has been 
promoted to media director. JOHN 
J. MESKIL, a buyer in the depart- 
ment, has been named to succeed as 
manager. 


MARTIN FRITZ, director of media 
at the Christiansen Advertising Agen- 
cy, Inc., Chicago, has been elected a 
vice president. Before joining Chris- 
tiansen, Mr. Fritz served with Buchen 
Co. and J. Walter Thompson. 


FRANK GIANATTASIO, assistant 
timebuyer at Ogilvy, Benson & 
Mather, Inc., New York, has been 
promoted to timebuyer. He has been 
with the agency since 1952. 


GERALD VAN HORSEN, time- 
buyer on Anahist at Ted Bates & Co., 
New York, has been named to work on 
the Colgate-Palmolive Co. account. 
There are no other personnel changes 
involved. Mr. Van Horsen was work- 
ing on the Anahist account while Chet 
Slaybaugh was ill. 


FRANK HOWLETT, head time- 
buyer on the Falstaff Brewing Co. ac- 
count at Dancer-Fitzgerald-Sample, 
Inc., New York, is the father of a 
baby boy, John Francis. It’s the How- 
letts’ second child and first boy. 














CARTER PRODUCTS, INC. 


(Sullivan, Stauffer, Colwell & 
Bayles, Inc., N. Y.) 


As mentioned in Spot Report Jan. 14, the 
company is continuing to look for ten- and 
15-minute sports and news shows for 
RISE. It is seeking these shows for an 
April-December run and will buy whenever 
a good situation comes up. There is no 
pattern to the number of markets; it is 
expected that the number of buys will 
grow and grow. These are, incidentally, 

in addition to the regular announcements 
in about 150 markets. Tom O'Dea is 

the timebuyer. 


Spot (Continued from page 59) 


BUITONI MACARONI CORP. 
(J. Walter Thompson Co., N. Y.) 


The company has been running day and 
night announcements in New York, and 
daytime only in Philadelphia, Boston, New 
Haven, Springfield, Mass., Providence and 
Miami. The west-coast office of the agency is 
handling new placements in Los Angeles 
and San Francisco. In New York, Peg 
McAuley is the timebuyer. 


C & C SUPER CORP. 
(Weiss & Geller, Inc., N. Y.) CHANEL, INC. 
There will be activity for this firm’s , ; 7 
BATTER UP, a ready-to-pour pancake mix. (Norman, Craig & Kummel, nc., 
There is a possibility of network, but in nN. 3a 

any case spot will be used. Max Tendrich 
vice president, media and ty-radio director, 
is the contact. 


The company has asked for availabilities 
and is considering test buys of the first 
half hour of feature-film shows in some 
dozen markets, beginning around April. 
Jeanne Sullivan is the timebuyer. 


CALIFORNIA & HAWAIIAN 
SUGAR REFINING CORP. 


(Honig-Cooper Co., San Francisco) 


Company is buying nighttime ID’s in a 13- 
week campaign beginning early in March in 
Fresno, Los Angeles, Portland, San 
Francisco, Seattle, Tulsa, Omaha and 
Chicago. John W. Davis, media director, 

is the timebuyer. 


CONTINENTAL BAKING CO. 
(Ted Bates & Co., Inc., N. Y.) 
This company is adding markets for 
WONDER BREAD, placing nighttime 
minutes and 20's. George Detelj i is the 


timebuyer. , 
(Continued on page 62) 


NEW! IMPROVED! 


CAMART DUAL SOUND READER 


Model SB-II Exciter lamp control 
to increase or de- 


crease intensity. 


Pre-focus excitet Can be used with ANY Bell & 
lamp & photo elec- Howell, Ceco, SOs, Baia, 
tric cell. Franklin, Mansfield & Craig 


oa viewers. 


eo 


Chrome plated ball-bearing 
rollers & film gate. Inter- 
changeable from 16mm to 
35mm. 








5 watt amplifier, hi-fi 
sound without distortion. 





















Alnico speaker; 
for faithful sound 
reproduction. 











Headphone jack permits 
listening without disturb- 
ing others. 


Optical - Magnetic 


Post assembly permits left 
switch. 


to right, up and down ad- 
justment. 

Input jacks for optical- 
Base plate to accept any magnetic heads. 


viewer and sound head. Volume control, 






on-off switch. 


Price (less viewer) $195.00 F.O.B. N.Y. 


ie CAMERA MART. 


}845 BROADWAY (at 60th St.) NEW YORK 23, N. Y.+ Plaza 7 
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Spot (Continued jrom page 61) 


DAN RIVER MILLS, INC. 

(Grey Advertising Agency, Inc., N. Y.) 
This firm is getting ready for an April start 
in the same ten markets it used in its tv 


debut last summer (see Spot Report August 
1956). Alice J. Wolf is the timebuyer. 


DIAMOND MATCH CO. 
(Doremus & Co., N. Y.) 


As indicated in Spot Report Nov. 19, 1956, 
this firm is setting up spot schedules for 

its CHARCOAL BRIQUETS. It will 
begin with a test in Phoenix in April. 
Then, schedules will be placed in New York, 
Philadelphia, Boston, Baltimore, Richmond 
and Washington. These campaigns will 

last for six weeks and consist of minutes 
and 20’s. A. Hundley Griffith is the 
timebuyer. 


E. I. DU PONT DE NEMOURS 
& CO. INC. 


(Batten, Barton, Durstine & Osborn, 
Inc., N. Y.) 


The campaign mentioned in Spot Report 
Dec. 31, 1956, is beginning to pan out. 

The Finishes Division, which includes 

paints and polishes, is making buys for 13 
weeks beginning around April 1. The first 
preference is for five-, ten- and 15-minute 
news, weather and sports shows. If these 

are not available, Du Pont will consider 
half-hour shows and feature-film buys. 

If no programs are available, the company 
will make buys of minut 
Trow Elliman is the timebuyer. 


ECONOMICS LABORATORY, 
INC. 


(J. M. Mathes, Inc., N. Y.) 
This firm is beginning a six-week campaign 





ements. 








EVERY IMPORTANT PHASE OF TV 






















PROGRAM CLINIC DATES 


NEW YORK CITY 
(Biltmore Hotel) 
MARCH 4 and 5 
FORT WORTH 

(Texas Hotel) 
MARCH 4 and 5 
~ 
CHICAGO 
(Sheraton-Blackstone Hotel) 
MARCH 7 and 8 
* 

ATLANTA 
(Dinkler-Plaza Hotel) 
MARCH 7 and 8 
® 
SAN FRANCISCO 
(St. Francis Hotel) 
MARCH II and 12 
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WILL BE COVERED 


Come to the BMI TV CLINIC nearest 
your city for a profitable exchange of 
ideas and experiences on program and 
operational problems. 


Each two-day clinic will feature 
talks by qualified TV men on vital TV 
subjects. And you'll participate in 
Question and Answer periods as well 
as in full-scale bull sessions. 

Watch for further announcements 
in the press and in the mail. 


The BMI Clinics are presented as a 
Station Service. There is no registration fee. 


BROADCAST 










MUSIC. INC. 
York 17 


NY 


\ 


on Feb. 25 for SOILOFF. Edna Cathcart 
is the timebuyer. 


J. A. FOLGER & CO. 
(Cunningham & Walsh, Inc., N. Y.) 


This coffee firm is making placements in a 
large group of markets in its area—west 

of Ohio. C&W makes the buys east of 

the Rockies, (Brooke, Smith, French, 
Dorrance, Inc., San Francisco, handles 
west of the Rockies.) Manuel Klein is the 
C&W timebuyer. 


FOOD MANUFACTURING, INC. 

(Ted Bates & Co., Inc., N. Y.) 

This company’s M & M Candies division is 
ding several markets to its existing 


schedules. Frank Thompson is the 
timebuyer. 


GENERAL ELECTRIC CoO. 
(Young & Rubicam, Inc., N. Y.) 


There is activity here. Some dealers have 
already made buys, and several more 

are interested in weather shows. This is 
done on a co-op basis and in most cases is 
handled by the dealer’s local agencies. 
However, Y&R is involved in advising, 
looking and placing for some of these efforts. 
Arthur Meagher is the timebuyer. 


GOLD SEAL CO. 
(Campbell-Mithun, Inc., Minneapolis) 


This manufacturer of GLASS WAX has 
network and spot schedules in a few major 
markets already, but it is understood to 

be adding spot schedules in other ma_or 
markets, including Boston, Cleveland and 
San Francisco. Harry M. Johnson, 

media director, is the contact. 


GOOD HUMOR CORP. 


(MacManus, John & Adams, Inc., 
N. Y.) 


The firm is getting ready for the warm 
weather and will be coming in with spot 
schedules beginning in April in New York, 
New Haven, Detroit, Chicago and Miami. 
These campaigns will run between eight 
and ten weeks. Roger Bumstead, media 
director, is the timebuyer. 


B. F. GOODRICH 

RUBBER CO. 

(McCann-Erickson, Inc., N. Y.) 
Hood Rubber Co., a division of Goodrich and 
maker of P-F CANVAS SHOES, is 
buying spot to supplement its Mickey 
Mouse Club coverage. On March 11 it will 
begin schedules of two or three announce- 
ments per week in or around kid shows 

in some 50 markets. These placements are 
to run from ten to 13 weeks. Tom 
Hollingshead is the timebuyer. 


HILLS BROTHERS COFFEE, 
INC. 


(N. W. Ayer & Son, Inc., N. Y.) 


Hills has been realigning its markets and 
changing buys in both tv and radio. 

As a result, there will be more tv spot and 
a drop in radio. Paul Kizenberger is the 
timebuyer. 


C. H. MASLAND & SONS 
(Anderson & Cairns, Inc., N. Y.) 
This rug company is taking a three-media 
step, and television spot is included in 
five markets. Television spot only is being 








used in Dallas, Seattle and Washington; 
spot combined with newspaper in Buffalo 
and ty-radio-newspaper in Pittsburgh. The 
spot schedules are being placed both 

night and day with varying starting dates. 
Victor Seydel, vice president, assisted 
by Ann Burkholder, is the timebuyer. 


Cc. F. MUELLER CO. 
(Calkins & Holden, Inc., N. Y.) 


There will be no new activity on this 
account until the fall. In taking over 
Mueller, the agency has made no changes. 
Schedules are still running and will con- 
tinue through spring in New York, Boston, 
Philadelphia, Springfield, Mass., Steuben- 
ville, New Haven, Columbus, O., Cincinnati 
and Dayton. Tim O’Leary is the timebuyer. 


NATIONAL ASSOCIATION OF 
INSURANCE AGENTS 


(Doremus & Co., N. Y.) 


The association is now considering its 
budget and will be using tv in the fall. At 
this time, it is understood to be thinking 
about network participation shows such 
as Today, as well as spot schedules. A. 
Hundley Griffith is the timebuyer. 


NATIONAL BISCUIT CO. 
(Kenyon & Eckhardt, Inc., N. Y.) 


An 18-week campaign for NABISCO 100% 
BRAN has been unloosed in many of the 
company’s selected markets. Schedules 
consist of both day and night minutes. 
Robert Innes is the timebuyer. 


NEHI CORP. 
(Compton Advertising, Inc., N. Y.) 


It is understood that the big campaign 
about to get under way (see Spot Report 
Dec. 17, 1956) will use approximately the 
same market list as last year. As is true 
with most soft-drink firms, local bottlers 

are very influential in making decisions. 
Genevieve Schubert is the timebuyer. 


NESTLE CO., INC. 


(Dancer-Fitzgerald-Sample, Inc., 
N.Y.) 


Nestle’s is introducing DECAF on the west 
coast. The tv-spot phase is using five one- 
minute spots per week placed on night- 
time syndicated half-hours. George Walker 
is the timebuyer. 


NEW YORK STOCK EXCHANGE 
(Calkins & Holden, Inc., N. Y.) 


The plunge into tv that the Exchange has 
talked about for over a year should be 
happening any time now. When it does, it 
will be a test in probably two markets. Tim 
O'Leary is the timebuyer. 


PROCTER & GAMBLE CO. 
(Benton & Bowles, Inc., N. Y.) 


Schedules for TIDE have started in several 
markets, both large and small, to run for 

the rest of the year. Nighttime minutes 

and 20’s are being used. Justin Gerstle 

is the timebuyer. 


PROCTER & GAMBLE CO. 
(Compton Advertising, Inc., N. Y.) 
A campaign slated to run for the rest of 
the year started Feb. 18 for DASH. The 
schedules are in around 25 of the top 
major markets and consist of both day 
and night minutes. Richard Zuver is the 
timebuyer. 





executive assistant. 


L. Sparks. 


White. 


(in that order). 


Savers) Jones-Scala. 








Ss. &. 8. CO. 
(Day, Harris, Hargrett & Weinstein, 
Inc., Atlanta) 


There should be some additions to this 
firm’s spot line-up beginning in March. 
Beverly Kirvin is the timebuyer. 


SCHLITZ BREWING CO. 
(J. Walter Thompson Co., Chicago) 


As indicated in Spot Report Nov. 5, 1956, 
this brewer is beginning heavy spot 
activity. Schlitz is buying half-hour film 
series, as well as announcement schedules. 
Sylvia Rutt is the timebuyer. 


SCUDDER FOOD PRODUCTS 
(Mottl & Siteman Advertising, 
Los Angeles) 


This firm’s sponsorship of CBS Television's 
Whirlybirds, mentioned in Spot Report 
Dec. 17, 1956, is under way in Bakersfield, 
Los Angeles, San Diego and San Francisco. 


SQUIRT BEVERAGE CO. 
(Fletcher D. Richards, Inc., N. Y.) 
At the last check, the company is still 





Agency Timebuying Assignments* 


YOUNG & RUBICAM, INC., NEW YORK 


Director of media: Peter G. Levathes, vice president, William E. Matthews, 


Associate media directors: Frank Coulter, James R. English Jr., Everett Erlick, 
George F. Leithner, Edward B. MacDonald, Charles T. Skelton and Henry 


Assistant media directors: Kirk Greiner, Lloyd Harris and Thomas Lynch. 

Co-ordinator, spot tv-radio, Raymond E. Jones Jr.; media office manager, James 
J. Stack; supervisor of operations, Richard D. Campman. 

Timebuyers: Warren Bahr, Kay Brown, Charles Buccieri, Thomas Comerford, 
Florence Dart, William Dollard, Seymour Drantch, John Flournoy, Donald 
Foote, Frank Grady, John Henderson, Vance Hicks, George Hoffman, Arthur 
Jones, Robert Kowalski, Arthur Meagher, Lorraine Ruggiero, Joseph St. 
Georges, Thomas Viscardi, Russell Young. 

Assistant timebuyers: Catherine Brostrom, Marie Fitzpatrick, Robert Fountain, 
Robert Gleckler, Clara Haber, Jack Hagerty, Adelaide Hatton, Bertrand Hopt, 
Genevieve Hurley, Edith Johnson, Mary King, Dolores Kreisbuch, Eugene 
McCarthy, Thomas McClintock, Marie Mooney, Richard Morse, Joseph 
O’Brien, Eleanor Paulsen, Donald Procter, Ann Purtill, Joseph Raffetto, 
Marcia Roberts, James Scala, George .Tichenor, John Warner, Bette Ruth 


A listing follows of the Y&R television accounts with their buyer and assistants 


AMERICAN HOME FOODS, INC.: (Chef Boy-Ar Dee Quality Foods, Inc., 
Dennison Div.) Young-Hatton-Paulsen. 
BEECH NUT PACKING CO.: (Beech Nut Gum) Dollard-Fitzpatrick; (Life 


BIGELOW-SANFORD CARPET CO., INC.: Foote-King. 

BORDEN CO.: (All Borden; Cheese Div.) Young-Hatton-Paulsen; 
Food Products Co.; Industrial Products Div.; Borden’s Farm Prods. Div.; 
Special Prods. Div.) Kowalski-Hopt. 

BOYLE-MIDWAY, INC.: (3-1 Oil; Plastic Wood) Jones-Scala. 

BRISTOL AIRCRAFT: St. Georges-O’Brien. 


(Borden 


(Continued on page 65) 
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contemplating spot activity. This is usually 
handled from the agency’s west-coast office, 
but if Squirt does make buys, the New 
York office will probably be in on it. 

James M. Kelly is the timebuyer. 


STANDARD FRUIT & 
STEAMSHIP CO. 
(Tracy-Locke Co., Inc., New Orleans) 


The company has just appointed this new 
(Continued on page 66) 





HARRIS-TUCHMAN 
PRODUCTIONS 


751 NORTH HIGHLAND AVENUE 
HOLLYWOOD 38, CALIFORNIA 
TELEPHONE WEbster 6-7189 


Superior Films By Design 
TV COMMERCIALS - SLIDE FILMS 
INDUSTRIAL & TRAINING FILMS 
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mean... mean what you say!— 
put your message on film. . . check 
and recheck it with real live audi- 
ences before it's finally aired. Then 
there'll be no ‘‘fluffs’’—no fault to 
find with what's said and done. 


Be sure to FILM IN COLOR 





adie alam ine) an Mm iel- Mm ale) sg -{- 


To make sure you say what you 


Furthermore, you schedule to best 
advantage, save time and money 
—when you use EASTMAN FILM. 
For complete information write to: 
Motion Picture Film Department 
EASTMAN KODAK COMPANY 
Rochester 4, N. Y. 


... you'll be glad you did 








Agency (Continued from page 63) 


BRISTOL-MYERS CO.: (Bufferin) Drantch-Kreisbuch-Hagerty; (Analoze) 
Kowalski-Hopt; (Sal Hepatica & Vitalis Hair Cream) Kowalski-Hopt. 

CLUETT-PEABODY: (Boys’ Wear, Dress Shirts, Sportswear) Grady-Warner- 
Haber. 

DICTAPHONE CO.: Foote-King. 

DRACKETT CO.: (Drano, Windex, Dazy Mist) Dollard-Fitzpatrick. 

DRAKE BAKERIES, INC.: (Drake’s Cakes & Cookies) Jones-Scala. 

DUFFY MOTT CO., INC.: (Mott’s Apple Prods., Clapp’s Sunsweet Prunes & 
Juices) Young-Hatton-Paulsen. 

ESTERBROOK PEN CO.: St. Georges-O’Brien. 

ETHYL CORP.: Comerford-Mooney. 

FORD MOTOR CO.: (N. Y. liaison) Comerford-Mooney. 

FOUR ROSES DISTILLERS CO.: (Four Roses Whiskies, Four Roses Gin) 
Foote-King. 

GENERAL CIGAR CO.: (Robert Burns & Van Dyke) Hoffman-Hurley; (White 
Ow! & William Penn Cigar Corp.) Viscardi-Raffetto. 

GENERAL ELECTRIC CO.: (Appliances) Meagher-Tichenor-Morse; (Tv 
Receivers Div.) Jones-Scala; (Housewares & Radio Receiver Div.) Hicks- 
McCarthy. 

GENERAL FOODS CORP.: (AIl Products, Corporate) Bahr-McClintock- 
Gleckler; (Walter Baker Chocolate) Bahr-McClintock-Gleckler; (Baker Frost- 
ing Mixes) Henderson-Fountain; (Franklin Baker Coconut) Bahr-McClintock- 
Gleckler; (Birds Eye) Ruggiero-Johnson; (Calumet Baking Powder) 
Brown-Purtill; (Certo & Sure Jell, Jiffy Jell) Brown-Purtill; (D-Zerta Dessert) 
Ruggiero-Johnson; (Jell-O Products) Dollard-Fitzpatrick; (Kernel Nuts) 
Brown-Purtill; (La France, Go, Satina) Henderson-Fountain; (Log Cabin 
Syrup & Country Kitchen Syrup) Brown-Purtill; (Maple Del, Wigwam) 
Brown-Purtill; (Minute Prods.) Henderson-Fountain; (Postum) Bahr-Mc 
Clintock-Gleckler; (Sanka & Instant Sanka) Henderson-Fountain; (Swans 
Down Cake Flour) Bahr-McClintock-Gleckler; (Swans Down Cake Mixes) 
Bahr-McClintock-Gleckler. 

GOODYEAR TIRE & RUBBER CO., INC.: (Goodyear Tires, Lifeguard Tubes, 
Institutional) Flournoy-White. 

GULF OIL CORP.: Grady-Warner-Haber. 

HENREDON FURNITURE INDUSTRIES: Jones-Scala. 

INTERNATIONAL SILVER CO.: (1847 Rogers Bros., International Sterling, 
Stainless by International, Wm. Rogers Son, Anchor Rogers Sterling, Promo- 
tion Div.) Hoffman-Hurley. 

JOHNSON & JOHNSON: (Baby Prods. Div. Surgical Dressings Div.) St. 
Georges-O’ Brien. 

THOMAS J. LIPTON, INC.: (Soups & Tea) Comerford-Mooney. 

P. LORILLARD CO.: (Kent Cigarettes) Bahr-McClintock-Gleckler. 

METROPOLITAN LIFE INSURANCE CO.: Flournoy-White. 

MOORE-McCORMACK LINES, INC.: Jones-Scala. 

NATIONAL SHAWMUT BANK OF BOSTON: Hoffman-Hurley. 

NATIONAL SUGAR REFINING CO.: (Jack Frost, Arbuckle Sugars) Jones- 
Scala. 

NORCROSS, INC.: (Greeting Cards) Hoffman-Hurley. 

PERMACEL TAPE CORP.: (Texcel Cellophane Tape, Bondex Mending Tape, 
Texcel Plastic Tape) St. Georges-OBrien. 


h t PERSONAL PRODUCTS CORP.: (Modess & Coets) Brown-Purtill. 
rr oO ui a e PIEL BROS.: (Piel’s Beer) Viscardi-Raffetto. 
PINE BROS., INC.: Jones-Scala. 
East Coast Division PROCTER & GAMBLE CO.: (Cheer & Spic ’n Span) Buccieri-Procter-Roberts. 
342 Madison Ave. REMINGTON RAND, INC.: (Electric Shaver) Grady-Warner-Haber. 
New York 17, N. Y. ROYAL TYPEWRITER CO., INC.: Ruggiero-Johnson. 
Midwest Divisi SANFORIZED DIV. OF CLUETT-PEABODY: Comerford-Mooney. 
130 Eost teal be SIMMONS CO.: Flournoy-White. 
Chicago 1, il Pee SINGER SEWING MACHINE CO.: Foote-King. 

—" 4. G. SPALDING & BROS., INC.: Grady-Warner-Haber. 
West Coast Division TEX-HUGHES: Kowalski-Hopt. 
6706 Santa Monica Blvd. TIME, INC.: (Life Magazine, Time, Inc. Corporate) Grady-Haber-Warner; 
Hollywood 38, Calif. (Sports Illustrated Magazine) St. Georges-O’Brien; (Time Magazine) Bahr- 
McClintock-Gleckler. 
or W. J. GERMAN, Inc. TRAVELERS INSURANCE COMPANIES: Hoffman-Hurley. 
Agents for the sale and- 
distribution of Eastman * One of a series. 
Professional Motion Picture Films, 
Fort Lee, N. J.; Chicago, Ill.; 
Hollywood, Calif. 
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WCOV-TV 
MONTGOMERY, ALABAMA 


announces the 


appointment of 


YOUNG TELEVISION CORP. 


as exclusive national representative 


effective immediately 





Montgomery, Alabama Channel 20 


© qa 


television network 
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Spot (Continued from page 63) 


agency. The report is that Standard Fruit 
will undertake national advertising soon 

but has not decided on specific media plans. 
Word is expected soon. Kenneth F. 
Browning, vice president, is the contact. 


STANDARD OIL OF 
CALIFORNIA 

(Batten, Barton, Durstine & Osborn, 
Inc., N. Y.) 

This company’s sponsorship of Guild’s 
Captain David Grief, covered in Tele-scope 
Oct. 22, 1956, is already under way in 

most markets. Starting dates, markets and 
stations carrying are: Feb. 10: KOOL-TV 
Phoenix, KBoI-Tv Boise, Kvos-tv Bellingham; 
Feb. 11: Kew-tv Portland, Ore.; Feb. 14: 
KTtv, Los Angeles, KHQ-tvV Spokane; 

Feb. 15: KieM-tv Eureka, Koti-tv Klamath 
Falls, KBEs-Ttv Medford, kMJ-tv Fresno, 
KCRA-TV Sacramento, KFsp-Tv San Diego, 
KRON-TV San Francisco, KOMO-TV Seattle, 
KGMB-TV Honolulu, Ktvt Salt Lake City, 
KIMA-TvV Yakima, KBAS-Tv Ephrata, KLEW-T\V 
Lewiston, KEPR-TV Pasco; Feb. 17: KERO-TV 
Bakersfield; March 1: KvAt-tv Eugene, 
KPic-Ttv Roseburg. 


STERLING DRUG, INC. 
(Thompson-Koch, Inc., N. Y.) 

The DOUBLE DANDERINE campaign 
started Feb. 18 in some 20 markets. It will 
run for 39 weeks and is using night minutes. 
Robert Hall is the timebuyer. 


SUN OIL CO. 
(Ruthrauff & Ryan, Inc., N. Y.) 


In addition to its tv activity in Miami, 
Orlando and St. Petersburg (see Spot Report 
Dec. 31, 1956), the company is considering 
schedules in more markets. Ed Sherinian 

is the timebuyer. 


SWIFT & CO. 

(McCann-Erickson, Inc., Chicago) 
CHEEZ PRESTO schedules have been 
testing in Denver, Louisville, Providence, St. 
Petersburg, .Tampa and Tulsa. John Cole 

is the timebuyer. 


TANDY LEATHER CO. 
(Jack M. Reis Advertising Agency, 
Cincinnati) 


The agency has just taken on this account 
and is making plans for national coverage 
which is expected to include television. 
Robert C. Hill, tv-radio director, is 

the contact. 


TEXAS CO. 
(Cunningham & Walsh, Inc., N. Y.) 


This oil company has just ended its 
schedules in major markets. It will be back 
some time in the spring, probably in 

the same markets. Jerry Sprague is the 
timebuyer. 


WALKER’S AUSTEX CHILI CO. 


(Fitzgerald Advertising Agency, Inc.. 
New Orleans) 


The company is looking at half-hour films 
suggested by stations. It intends to place 
different shows in each market, instead of 
buying a series. Mrs. Marie O’Meara is 
the timebuyer. 
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Wall Street Report 


Avco’s Vicissitudes. A corporation 
that fell from favor with Wall Street 
investors a few years back is being re- 
stored to grace. It’s Avco Manufactur- 
ing Corp. 

In summary, Avco’s financial his- 
tory is that of an organization which 
was a big factor in the defense indus- 
try and made substantial profits dur- 
ing and immediately after World War 
II. It then prepared for the era of peace 
and jumped heavily into production of 
consumer goods, notably appliances. 
For a time this move paid off. Then 
the competition became so fierce that 
the profit oozed out of the business. 
Now Victor Emmanuel, chairman and 
chief executive officer, has shifted his 
ground again and is striking a balance 
between defense and industrial prod- 
ucts and services. 

Throughout the period of its ups 
and downs, however, one segment of 
Avco’s empire—its tv operation— 
stood firm, making a small but steadily 
growing contribution to the profits. 
The Crosley Broadcasting Co. owns 
and operates WLW-T Cincinnati, WLW-D 
Dayton, WLw-c Columbus and wLw-a 
Atlanta. Now Avco is seeking—and 
expects to get—another tv franchise in 
Indianapolis. 

According to Raymond A. Rich, 
who became president last Decem- 
ber, the Crosley division will con- 
tribute approximately $12 million. 
That is a comparatively small chunk 
of the $300-million volume that Avco 
expects to score in the year ending 
Nov. 30, 1957. 


Avco’s record in the past six years: 


a 


dation of the Crosley and Bendix 
home-appliance business. 

The fact that a turn in Avco’s for- 
tunes may have been made is indicated 
strongly in statements by both Mr. Em- 
manuel and Mr. Rich and by the evi- 
dence of the earnings statements re- 
leased recently. 

In the final 1956 fiscal quarter Avco 
reported earnings of $3.1 million. 
That helped chop down the loss that 
had been piled up in the first nine 
months. Then Mr. Emmanuel predicted 
that for the Nov. 30, 1957, year the 
company’s profits should approximate 
$15 million. 


Government Business. The man- 
agement estimates that in 1957 the 
bulk of government business, expected 
to total $180 million, would be broken 
up into three main groups, electronics 
accounting for $60 million, aircraft 
engines for $50 million and research 
and development for $51 million. 

In the civilian group—which in- 
cludes Crosley Broadcasting; the New 
Idea and Ezee Flow divisions, making 
farm equipment; American Kitchen. 
making steel sinks, cabinets and dish- 
washers, and Moffats, Ltd., making 
ranges and commercial-cooking equip- 
ment in Canada—sales are expected to 
total $118 million. 

Since the sale of the Bendix division 
to Philco and the ending of output of 
radio and tv units by Crosley, Mr. 
Rich contends the civilian divisions 
have had a complete turnabout from 
a very large loss position to a very 


*Per share 
Year Sales earnings Dividends Price 
1951 $286 million $1.10 60 cents 
1952 — 1.20 60 “ 
1953 428 “ 0.34 ede 
1954 5 Siig 0.37 pa 
1955 2, 0.05 rt 
1956 a> 1.81 (a loss) None 514-7% 


*There are 9,065,754 shares outstanding. 


In the fiscal year ended Nov. 30, 
1956, Avco reported a loss of $387,- 
847, excluding an extraordinary re- 
serve of $16 million provided for pos- 
sible costs in connection with the liqui- 





large profit pdsition and an even 

larger profit potential. 
In spite of the operating losses 
racked up in the final year, Mr. Em- 
(Continued on page 76) 











F. OCUS (Continued from page 35) 


cost is a barrier only because people 
won’t spend that much for a color set 
while still unconvinced of the perfec- 
tion of tint transmission and the ease 
with which it can be tuned in. 

The economics-minded base their 
reasoning that the high price-tag in 
itself is not a deterrent by recalling 
what occurred during the early days 
of television. Black-and-white sets then 
sold for $500 to $750, and it appeared 
obvious enough that tv was restricting 
itself to the wealthy, or at least to the 
well-to-do. 

In addition, programming was some- 
what less than fascinating, consisting 
principally of Faye Emerson inter- 
viewing someone, or someone inter- 
viewing Faye Emerson, and tv stations 
were sadly lacking in the clarity and 
power with which they now transmit. 

Yet the theory that only those in 
the chips could or would plunk down 
500 to 750 of them for the privilege 
of looking at not very much of any- 
thing was thoroughly shattered in the 








Advertising Agency 
Radio-TV Salesman 


WANTED 
Experience in servicing and 
some selling of accounts 
essential. Must be good idea 
man and know Radio-TV 
thoroughly. 

Will direct work of copy- 
writer and artist. 
Agency pleasantly situated 
in upstate New York. Sal- 
ary open. Future limited 
only by your ability to serv- 
ice accounts effectively, 
prepare and present pro- 
posals for new and increased 
business. 
A good chance to go places 
in a growing department of 
a well-established agency. 
Write fully, enclosing photo 
if you have one. 
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mad scramble of the middle class— 
and mostly the lower middle class—to 
buy tv sets. The economists think that 
the same thing can happen with color 
today, once the average public is made 
to realize that chroma transmission 
and reception are so much better right 
now than plain black-and-white was 
in 1948. 

Seeming to bear out the contention 
that color-set ownership is no more 
necessarily a province of the rich than 
was monochrome in tv’s salad days is 
a study made by such a non-partisan 
observer as the First Pennsylvania 
Banking and Trust Co. of Philadelphia. 

In a letter to Thomas F. Joyce, 
president of Raymond Rosen & Co., 
RCA distributor in the Quaker City, 
John Reilley, vice president of the First 
Pennsylvania, stated: “In reference to 
the financing of color-television sets, 
we have completed an analysis of the 
credit status of the purchasers and find 
that in about 90 per cent of the sets 
financed the purchasers are the aver- 
age-type workmen of today, with a 
salary range from $80 to $90 per 
week. We have had no repossessions to 
date, and our collection department 
tells me that we have had no de- 
linquencies occasioned by service com- 
plaints.” 


Straw in the Wind 

Accepting the experience of this 
bank as a straw in the wind, it con- 
ceivably might be that color television, 
from the standpoint of set-buying ac- 
cording to income levels, could shortly 
approximate the pre-1950 era of black- 
and-white transmission when housetop 
antennas sprouted in far greater pro- 
fusion by the side of railroad tracks 
than they did along dignified elm- 
lined avenues. 

Particularly encouraging to the ad- 
vocates of color tv is the increasingly 
enthusiastic attitude of dealers 
throughout the country toward the 
new dimension, as compared to the 
general retailer apathy that existed 
a year ago. According to Martin Ben- 
nett, vice president, merchandising, 
RCA, 60 per cent of all the nation’s 
tv, radio and appliance dealers are 
now actively selling color. 

“This,” says Mr. Bennett, “repre- 
sents a 50-per-cent increase in the 
number of dealers who in January of 
1956 cared enough about color sets 


even to carry them, much less to push 
them enthusiastically. Twenty per cent 
of the country’s retailers are still in- 
different, and an equal number are 
yet to be sold on the philosophy of 
color, but these can’t fail to become 
converts as consumer interest keeps 
increasing.” 

Mr. Bennett points out that dealer 
enthusiasm is even more important 
than the mere fact that twice as many 
of them are handling color sets today 
as against last year. “While this im- 
provement is 50 per cent quantita- 
tively,” he says, “its 1,000 per cent 
qualitatively. By that I mean that 
dealers now aren’t letting their color 
sets just sit on the floor waiting to be 
ordered by pre-sold customers, as they 
were doing only a few months ago. In- 
stead, they’re vigorously pitching color 
to all their customers via sales talks, 
planned demonstrations and astute 
promotion.” 

Reports 
scattered sections of the country reflect 
the enthusiasm for color mentioned by 
Mr. Bennett as the new outlook on the 
retailer level. 

C. G. Deason Jr., of the Deason 
Radio Co., San Antonio, comments: 
“Having enjoyed a very successful 
business in electronics for 29 years, | 
feel sure that I am able to speak up 
and tell a true story about color tv. 
We have done an outstanding job in 
our territory and with no more service 
problems than on black-and-white. Any 
man, woman or child with average in- 


from dealers in widely 


telligence can learn to operate a color- 
tv set if given the proper instructions.” 

Says W. E. Johnson, of Johnson 
Bros., Baltimore: “Color-tv sets repre- 
sent about 30 per cent of our total 
television volume in instruments—and 
more in dollars. We can show you 
a sale of three consecutive color sets 
to a lady so enthused that she bought 
sets for the homes of her son and 
daughter. We can show you several 
more customers who bought another 
color set for their own ‘second-set’ 
use. We can show you photographs of 
crowds of people in our stores who 
came to see color tv, to ask about it, 
to exclaim over it’s beauty—and to 
buy.” 

Rudolph Valas, of Valas Stores, Inc., 
Denver, remarks: “Our experience in- 
dicates that RCA color sets require 
even fewer services than black-and- 
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white sets of any make. It is interesting 
to note that the greatest effort to 
discourage color sales is being made 
by manufacturers who have no color 
sets in production or are now just be- 
ginning to produce them.” 

And J. E. Cleworth, of the West 
Michigan Electric Co., a distributor in 
Benton Harbor, Mich., reveals: “Sales 
[of color sets] increased sharply every 
month of 1956, with a backlog of 
orders building up. This in itself proves 
that dealers handling color television 
have confidence in the future of it. 
The buying public today is ready and 
able to buy color sets and is proving 
it by increased sales at the dealer 
level.” 

Most dealers credit the constantly 
growing number of hours of color 
programming, both network and local, 
for bringing people into their stores 
to look and, in the majority of cases, 
to buy. Because of its RCA parenthood, 
NBC is, of course, the leading network 
exponent of colorcasting, and its plans 
are to intensify its multichrome effort 
to the point where the bulk of its 
schedule will be in color. 


Extended Schedule 


This season has seen NBC extend 
its tint programming from spectaculars 
and other special shows to such regular 
weekly hour offerings as Robert Mont- 
gomery Presents, the Perry Como show 
and Kraft Theatre, as well as to lesser 
half-hour fare like Noah’s Ark, the 
Tuesday-night quiz show formerly 
known as Break the $250,000 Bank 
and now called Hold That Note and 
the adventure series, Sir Lancelot, 
which began telecasting in color on 
Feb. 18. 

The major contribution of CBS to 
the regular weekly scheduling of color 
is the Arthur Godfrey show on Wednes- 
day nights. Columbia’s every-fourth- 
Thursday Shower of Stars has, of 
course, been tint-televised since last 
season. 

Along with the many other stations 
throughout the country which have 
long pioneered in local live color pro- 
gramming, NBC’s owned-and-operated 
outlets naturally are running consider- 
able interference for RCA’s carrying 
of the color ball. wrca-tv New York 
is telecasting about eight hours of 
local color each week, from a full-hour 
Monday-through-Friday daytime stanza 


with Tex McCrary and Jinx Falken- 
berg to a nightly five-minute weather- 
cast. 

All of the local live programming 
on WRCV-TV Philadelphia has been in 
color since last September, amounting 
to almost a dozen hours each week. 
KRcA Los Angeles began a regular 
schedule of local daily colorcasting on 
Jan. 16, with about ten hours of same 
now the order of the week. WRC-Tv 
Washington is in the midst of construc- 
tion on a new $4-million color center, 
slated for completion next fall; until 
then, the station is carrying the regular 
NBC network line-up of color. 

The major concentration of chroma 
activity among NBC’s owned stations 
has been taking place since last April 
at WNBQ Chicago, which converted all 
its live television facilities to color at 
that time to become “the world’s first 
all-color tv station” (see “Ten Months 
of Color,” page 38). 

With the launching on Feb. 18 of a 
new 60-minute daytime musical-variety 
colorcast, Club 60, at 1:30 p.m., EST, 
Monday through Friday, WNBQ is now 
scheduling over 31 hours of locally 
originated pigmented programming 
each week; with network tint shows 
added, the total comes to more than 43 
hours. 

Club 60 originally had been an- 
nounced only for the outlets owned by 
NBC. A last-minute decision, however, 
has now made the WNBQ-produced pro- 
gram available on a co-op basis to all 
NBC affiliates which are interconnec- 
ted during the midday hours. The af- 
filiates have the opportunity to carry 
the program sustaining or to make it 
available for local or national spot 
sales. 

Local advertisers in the Windy City 
who have been using WNBQ’s color 
facilities are voluble in their praise of 
the impact which multichrome adds to 
their commercials. Jewel Food Stores, 
on the daily Noontime Adventures 
with Uncle Johnny Coons show, says: 
“We appreciate the opportunity to get 
into color television ahead of the crowd 
and to put our food products before 
WHBQ cameras. The results have been 
most gratifying, and we know now how 
great an impact color can have on food 
advertising.” 

Sol Polk, president of Chicago’s 
Polk Brothers, one of the nation’s 
largest appliance dealers, is enthusias- 


tic about “the terrific potential of color 
on sales in the appliance and home- 
furnishings field.” Calling the world 
“a rainbow of color,” Mr. Polk says, 
“Color television is going to sell color 
in the home like nothing else ever has 
before. The chance to pioneer with 
WNBQ in this exciting new medium is 
making experts of us in a field where 
color is becoming an increasingly em- 
portant sales factor. 

“Color television is a boom to all 
advertising,” Mr. Polk concludes. “The 
printing industry should some day 
build a monument to television for 
speeding the development of color as 
an advertising tool.” 

Robert Jacobs, general manager of 
the Squirt Bottling Co. of Chicago, 
states, “We at Squirt like color tele- 
vision because of the distinctive green 


(Continued on page 70) 
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and yellow of our bottle. Color estab- 
lishes quick, positive product identi- 
fication. We are looking forward to 
the time when our market will con- 
sist of one million color-tv sets.” 

The Philadelphia Electric Co. lays 
claim to being the first public-utility 
firm in the country to enter television 
in 1947 and to being now the first 
such company to sponsor a regularly 
scheduled local color show—Television 
Kitchen, on wrcv-tv Philadelphia. Ac- 
cording to Ernest Laws, advertising 
manager for Philadelphia Electric, 
“the use of color adds promotional 
impetus to the sale of the various ap- 
pliances handled by our company.” 

Another strong booster of color in 
tv advertising is A. F. W. Hooven, ad- 
vertising manager for the ice-cream 
division of Abbotts Dairies, Inc. The 
first to sign a 52-week saturation local 
color spot contract when WRCV-TV 
inaugurated its local color schedule 
five months ago, Mr. Hooven feels 
that his product lends itself naturally 
to color tv and that co!or commercials 
carry much more impact than black- 
and-white. As a result, he has approved 
an additional television budget. 


Just Over Horizon 


The potentialities of color are not 
escaping the advertising-agency field 
either. Norman H. Strouse. president 
of J. Walter Thompson, sized up the 
situation when he stated recently: 
“Although color tv was introduced 
so long ago that it seems always to 
have been with us, actually its growth 
has been slow. The problems of price 
and tune-in simplicity were deterrents 
to mass purchase. 

“It ist our fee:ing now, however, 
that the beginning of a rapid growth 
in color-set ownership is just over the 
horizon . . . and the J. Walter Thomp- 
son Co. is taking sufficient steps today 
to make certain that we keep well 
ahead of the requirements of this new 
and challenging medium—and I say 
new medium advisedly, because the 
jump from black-and-white to color 
opens up such a new dimension of 
selling opportunity as to stamp color 
tv justly as a new medium.” 

Paul Gumbinner, vice president of 
the Gumbinner Advertising Agency, 
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New York, stating that Savarin Coffee, 
an early advertiser on television, was 
also one of the first sponsors of color 
tv (Saturday Night News at 11 p.m. 
over wrcv-Tv New York), he says, 
“We feel that color television is as 
much of an improvement over black- 
and-white as television itself is over 
radio. We are planning to use color 
tv in various markets.” 


Color Has Appeal 


Another advertiser in color on WRCA- 
TV, via the Tex and Jinx show, is 
Amsco Sponge Cloths. Larry Curtis, 
president of Curtis Advertising Co., 
New York, which handles the account, 
declares that Amsco uses the program 
because its product “looks more ap- 
pealing in color” and product demon- 
strations are more effective. “Sales 
have increased since color tv was ad- 
ded to Amsco’s advertising schedule,” 
he says. 

These sentiments find echoes across 
the country. Bob Gray, executive vice 
president of O’Grady, Anderson & 
Gray Advertising, Chicago, has this 
to say: “Some of our clients have been 
using color tv for almost a year. 
Although the color-set count is small, 
we know that we’re receiving an extra 
commercial impact which will con- 
stantly rise with the increase in color 
receivers. 

“We have become particularly 
aware of the potential of color in ad- 
vertising a product like Rust-Oleum 
rust preventives. Our experience with 
this client in using live color tele- 
vision on WNBQ has given us a grati- 
fying head start and has demonstrated 
the strong sales appeal of color tv.” 

And from Donald B. Kraft, vice 
president of the Honig-Cooper Co. in 
Seattle, where KOMO-Tv is programm- 
ing almost ten hours of local color a 
week, comes a statement that aptly 
summarizes the current signs and 
portents of color television. 

“There is little doubt,” says Mr. 
Kraft, “that color tv will be the 
dominant factor in advertising of the 
future—probably a lot sooner than 
most people think. Advertisers and 
agencies are missing a bet if they are 
not now giving due consideration to 
the impact of this new medium on 
their advertising, packaging and 
merchandising in the years ahead.” 








Lucky Cat* 


KTRK-TV Houston has reversed 
a couple of ancient saperstitions 
concerning bad luck and turned 
them into a solid promotion. 

Allegedly unlucky 13 is the 
station’s channel, and a winking 
black cat is its copyrighted trade- 
mark. The two have become 
synonymous through extensive 
promotion nationally and at the 
local level. 

The black cat appears in all 
KTRK-TV trade advertising, as 
well as on 
publicity re- 
leases, mer- 
chandising 
reports, bill- 
boards, pro- 
gram _sched- 
ules, such 
station forms 
as paychecks 
and even the 
company sta- 
tion wagon. 

But the 
trademark’s 
strongest im- 
pression has 
been made 
by a young 
lady with a 
personality—and then some 
—who is aptly named KiTi- 
RiK. KiTiRiK’s real identity is 
a secret. She wears a black-cat 
costume and has been the sta- 
tion’s mascot since sign-on in the 
fall of °54. 

It was KRTK-TV’s general man- 
ager Willard E. Walbridge who 
had the idea of bringing the cat 
symbol to life. 

Says Mr. Walbridge, “We 
started out to use KiTiRiK for 
publicity and appearances. But 
before we knew it, her talents 
turned her into Houston’s lead- 
ing tv personality.” 

The living trademark now has 
her own live hour-and-a-half 
daily show for youngsters. 


*One of a series 
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TELEVISION AGE 


Report by Markets, 
February 25, 1957 


The figures listed below are secured 
from the stations. They are presented 
as a service by TELEVISION AGE. For 
further information regarding the fig- 
ures and their sources, contact the sta- 
tions. Outlets equipped to carry net- 
work or local color are listed with the 
number of color sets in each market, 
where such figures are available. Aster- 
isks indicate stations equipped for col- 
or but which have submitted no 
figure. Italics indicate stations not yet 
on the air, channel numbers and target 
dates. Daggers (f+) indicate that the 
station has asked that no set count 
figure be published. 

In addition to set figures two prin- 
cipal executives of each station are 


listed. 

















Totals 
Total commercial stations: 477 
Total markets: 305 
Total estimated b&w sets: 39,445,000 
Total estimated color sets: 212,000 
City Station Vhf Uhf Color 
ALABAMA 
Birmingham WABT 370,000 400 
Henry P. Johnston, p. 
Charles F. Grisham, v.p. & mer. 
WBRC-TV 366,400 200 
J. Robert Kerns, v.p. & mng. d.; 
Oliver V. Naylor, c. sls. m. 
Decatur WMSL-TV 34,000 30 
Frank Whisenant, p. & g. m.; 
Louis C. Blizzard, st. m. 
Dothan WTVY 37,500 = 
F. E. Busby, exec. v.p. & g. m.; 
Jerry L. Williams, sls. m. 
Mobile WALA-TV = 145,310 1,000 
W. B. Pape, exec. v.p. & g.m.; 
Willard V. Merwin, sls. m. 
WKERG-TV 187,500 *_— 
C. P. Persons, Jr., v.p. & g. m. 
Montgomery WCOV-TV 81,000 50 
Hugh M. Smith, g. m. 
Morris South, loc. sls. m. 
WSFA-TV 150,124 61 
Eugene B. Dodson, g.m.; Robert 
L. Tuttle, nat. sls. supv. 
ARIZONA 
Mesa KVAR (see Phoenix) 
Phoenix KOOL-TV 175,000 150 
Kenneth Morton, st. m.; Bob 
Miller, sls > 
KPHO-TV 150.280 
Richard B. Rawls, g. m.; Howard 
Stalnaker, asst. st. m. 
KTVK 165,000 150 
Rages es Duzer, st. m.; Burton 
c.m. 
KVAR wi73. 007 500 
Dick Lewis, g.m.; E. W. (Bill) 
Harvey, c. m. 
Tucson KDWI-TV 190,000 


Tolbert Foster, g.m. ; 
sls. m. 
KOPO-TV 59,100 


Irvin Kipnes, 


E. S. Mittendort, g. m.; Bernie 
Perlin. sis. 

KVOA-TV ‘59, 9.100 60 

Otis Cowan, m.; W. R. (Duey) 





Set Count: 





City Station Vhf Uhf Color 
DuBois, c. m. 
Yuma KIVA 30,000 — 
Ray C. Smucker, g.m.; Patrick 
Carrick, sls. m. 
ARKANSAS 
El Dorado KRBB 55,000 
Bruce B. Compton, st. m. & sls. m. 
Fort Smith mo 40,600 ~ 
J. Sates, v. D- & g. m.; Roland 
et 
KNAC-TV «61367 
Cecil M. Sansbury, g.m. & sls. m. 
er Garrett, asst. g- m. 
opertns. 
Little Rock KARK-TV 159,904 200 
T. K. we v.p. & g. m.; Lee 
Bryant, 
KATV oo Pine Bluff) 
KTHV 160,322 100 
B. G. Robertson, g. m.; Wm. V. 
Hutt, e.m. 
Pine Bluff KATV 160,080 ‘— 
John H. Fugate, g. m.; Oscar 
Alagood, sls. m. 
Texarkana KCMC-TV (see Texarkana, Tex.) 
CALIFORNIA 
Bakersfield ly goed 110,000 — 
Constant, v.p. & g.m. 
REROLTV 160,000 500 
Gene DeYoung, p. & g. m.; Ed 
Urner, v.p. & nat. sls. m. 
Chice KHSL-TV 70,900 —- 
M. F. Woodling, st. m.; J. A. 
Pero, sls. m. 
Eureka KIEM-TV 36,500 
Donald H. Telford, v.p. & st. m.; 
W. Edwin Smith, pgm. superv. 
Fresno KFRE-TV 252,299 500 
Edward J. Frech, v. p. oa m.; 
Robert Klein, nat. sls. 
73,000. 500 
Joseph Drilling, v.p. & g. m.; W. 
. Edholm, c.m. 
KMJ-TV 170,000 400 
Perry Nelson, st. m.; Wilson Lef- 
ler, sls. m 
Los Angeles KABC-TV 2,368,464 
Selig J. Seligman, g. m.; Elton 
Rule, gen. sis. m. 
KCOP 2,695,654 
Jack Heintz, v.p. & g. m. ; Amos 
Raron. sis. m. 
KHJ-TV 2,695,654 7,281 
John T. Reynolds, v.p. & g. m.; 
Howard L. Wheeler, s!s. m. 
KNXT 2,233,800 5,236 
Clark B. George, g. m ; Robert 
D. Wood, gen. sls. m 
KRCA 2,511,895 3,527 
Thomas C. McCray, v.p. & g.m.; 
James Parks, sis. m. 
KTLA 2,511,895 3,527 
Lew Arnold, g. m.; Robert Mohr, 
gz. sls. m. 
KTTV 2,658,953 _ 
Richard A. Moore, p. & g. m.: 
John R. Vrba, v.p. chg. sls. 
Redding KVIP 60,000 175 
George C. Fleharty, p. & g.m.; 
John Dadiw, sls. m. 
Sacramento KBET-TV_ 389,301 500 
John H. Schacht, v.p. & g. m.; 
George J. Kapel, sis. m. 
KCCC-TV 153,000 — 
A. J. Richards, m. & nat. sls 
Ralph Guild, loc. sls. m 
KCRA-TV 325,000 10,000 
Howard Smiley, st. m.; Robert 
E. Kelly, nat. sls. m 
Salinas KSBW-TV 349,924 1,000 
John C. Cohan, p. & g. m.; Gra- 
am H. Moore, sls. d. 
San Diego KFMB-TV 449,928 
George Whitney, v.p. & g. m. : Bil 
Fox, g. sls. m. 
KFSD;TV 407.000 225 
William BP. Goetze, exec. v.p. & 
g.m.; Jay Grill, sls. m. 
Tijuana, Mex. XETV 409,420 - 


Julian M. Kaufman, v.p. & g. m.: 
William G. Mueller, bus. m. 
San Francisco KGO-TV 1,206,717 
ay H. Conneils. v.p.; David M. 


Sacks, gen. m 
KPIX 1,119,006 1,700 








Color 
Lou 


1.112 
Norman 


City _ Station Vhf _Uhf 


Philip G. Lasky, g¢. 
Simon, sls. m. 

KRON-TV 1,206,717 

Harold See, g. m.; 
Louvau. sis. m 

KSAN-TV 260,000 — 

Richard P. Bott, g.m. & ¢.m 

KNTV 345,200 

Francis Conrad, g. m.; Hal Chase, 
g. sis. m. 

KVEC-TV 108,114 

Les Hacker, g.m.; Si Darrah, c. m. 


Santa KEY-T 227,918 — 
Barbara Colin M. Selph, p.; Thomas C. 
Chace, rgnl. sis. 

Stockton KOVR 1,131,890 _ 
Terry Hamilton Lee, p. & g. m.: 

Jay Watson, v.p. che. sls. 
Tulare KVVG 250.000 — 
Bob Lee, opertns.; Ron Freeman, 
g. m. & sis. m. 





m ; 


San Jose 


San Luis 
Obispo 


Colorado 
Springs 


68,820 — 
Russell, p. & g. m.; 
D. Ellis, v.p. & nat. sis. 


d. 
KRDO-TV 44,000 _ 
a | W. Hoth Jr., p., g. m. & 
sis. m. 
KBTV 427,408 
Joseph Herold, st. m.; Thomas L. 
Young, ¢. m. 
KLZ-TV 410,174 765 
Hugh B. Terry, p. & ¢g. m.: Jack 
Tipton, g. sis. m 
KOA-TV 427,408 
William Grant. p. & g. m.: 


Denver 


751 


Hugh Ben La Rune, exec. v. p. & .. 
m.; George Kirkpatrick, loc. sls. 


m. 
KREX-TV 19,205 
Rex G. Howell, p. & g.m. & sis. 
m.; John L. Robinson, v. p. & 
tv d. 
KFXJ-TV —— 
(Satellite of KREX-TV. Grand 
Junction) 
CSI-TV 56.000 — 
Jim Croll, loc. ¢.m. 
CONNECTICUT 
WICC-TV 


Grand 
Junction 
Montrose 


Pueblo 


Bridgeport 72,340 _— 

Philip Merryman, p. & g. m.: 

Manning Slater, sis. m 

Hartford WHCT 36 

Harvey J. Struthers, 

Mont Thompson, g. sis. : 

WNBC 368,613 950 

Peter B. Kenney, v.p. & g.m.; 
David Scott, nat. sls. m. 


(Continued on page 72) 


New Stations 
KICA-TV (12) Clovis, N. M. Affiliate: 
CBS EMP. Garfield C. Packard, pres. 





New Britain 





& gen. mgr., 3344 per cent; Mae 
Strauss, manufacturers rep. 3314 per 
cent; Frank Lesley, accountant, 3314 


per cent. Forjoe-Tv, Inc. and Tv Rep- 
resentatives Ltd., reps. 

KONO-TV (12) San Antonio, Tex. 
Affiliate: ABC. Eugene J. Roth, pres., 
whose Mission Broadcasting Co.- 
Radio KONO owns 50 per cent, is prin- 
cipal owner; Joe R. Straus, 13 per cent; 
James Calvert, 
held by businessmen in area, each own- 
ing less than 10 per cent. H-R Tele- 


10 per cent; balance 


vision Inc. & Clarke Brown Co. 
(south), reps. 

KUMV-Tv (8) Williston, N. D. Satel- 
lite of KFyR-TV Bismarck (William 


Ekberg, pres.). Blair Television Assoc., 
rep. 

WRAL-TV (5) Raleigh, N. C. Affili- 
ate: NBC. A. J. Fletcher, principal 
owner & pres., 90 per cent; Fred 
Fletcher, v.p. & gen. mgr., 5.41 per 
cent. H-R Television, Inc., rep. 
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City Station Vhf Uhf Color 
New Haven WNHC-TV 948,702 500 
Edward C. Obrist, m.; J. Vincent 
Callanan, sls. m. 
Waterbury WATR-TV 517,554 _ 
Samuel R. Elman, g. m. & ¢.m. 
DELAWARE 
Wilmington WPFH 2,051,000 
Paul F. Harron, p. & g.m.; ; Glenn 
Lau, c¢.m. 
DISTRICT OF COLUMBIA 
Washington WMAL-TV 600,000 
Frederick S. Houwink, g. m. ; Neal 
J. Edwards, sis. m. 
WRC-TV 754, 2,500 
Carleton D. Smith, v.p. & g. m.; 
Joseph Goodfellow, dir. of sls. 
WTOP-TV 644,000 175 
George F. Hartford, v.p. chge. tv; 
Robert J. Bordley, sis. m. 
G 730, = 
James Anderson, g.m.; Perry 
Walders, nat. sis. m. 
FLORIDA 
Daytona WESH-TV 60,000 _ 
Beach T. S. Gilchrist Jr., v. p. & g. m.; 


= Strouse, st. & c. m. 


Fert 375. 000 
Lauderdale Baward Laie, g.-m.; Mike Kor- 


Fert Myers 
Jacksonville 


Orlande 


& sis. m. 
Panama City WJDM 31,000 


Pensacola 


man, loc., sls. m. 
bw a 23,500 _ 
2. pee. g. m. & sis. m. 
Wai 98, 896 5e 
z. Ss. ‘Gilchrist, 3 Jr., g. m.; Willard 
Fraker, sls. 
WMBR-TV 272.500 — 


Glenn Marshall Jr., p. & g.m.; 
David H. Booher, g. sls. m. 
WCKT 391,000 1,900 


WGBS-TV 278,869 403 

Walter Koessler, mng. d.; Dick 
Sloan, sls. m. 

wiv 392,000 2,200 

Lee Ruwitch, v.p. & g.m.; Bill 
Brazzil, sls. m. 

WDBO-TV_ 174,500 30 

Harold P. Danforth Sr., p., g. m. 

Harry C. Babb, Byron 
Hayford, sls. m. 

WEAR-TV 152,500 20 

Mel Wheeler, p. & [By m.; Milt de 


st. m.; 


St. 
Petersburg Fred aa, g-m.; Bernard L. 


West Palm 
Beach 


Albany 


Atlanta 


Augusta 


Celumbus 


Macon 


Rome 
Savannah 


Kobres, sls. 

WCTV (see _ Ga.) 
WFLA-TV 350,000 1,000 
George W. Harvey, v.p. & g. m.; 
William B. Faber, sls. m. 


320, 600 
P. A. Sugg, g.m.; John Haberlan, 


¢.m. 

WEAT-TV 140,000 _ 

Bertram Lebhar Jr., g.m.; Ed J. 
Hennessy, g. sls. m. 

WPTV 103,052 110 

Theodore A. Ejiland, g.m.; Bill 
Woods, nat. sls. m. 


GEORGIA 
WALB-TV 77,000 -_ 
James H. Gray, p.; Tom Still- 
wagon. g. m. 
WAGA-TV 542,900 500 
Glenn Jackson, v.p. & mng. d.; 
John hee" Collins Jr., asst. mng. 


d. for 
WLw- Ye 546,350 
Harry LeBrun, v.p. & g. m. 3 Guy 


Tiller, sls. m. 
WSB- 


TV 545.210 350 

John M. ee Jr., g. m.; Marcus 
Bartlett, st. m. 

WIJBF 213,207 187 


oot 3 M. Kelly Jr., v.p. & g. m.; 


en 
WRDW-TV 184,100 
J. W. _—. g. m.; Lou Stratton. 


loc. sls. 
WDAK-TV “136, 959 60 
E. F. eakand, st. m.; Joe Wind- 
sor. 
WRBL-TV 131,959 — 
J. W. Woodruff Jr., p. & g. m.; 
George Jenkins, nat. sls. m. 
WMAZ-TV 117,778 __ 
Wilton E. ce g. m.; Frank 
Crowther, c. m. 
WROM-TV 174,330 _ 
Ed McKay, m.; Chas. Doss, c. m. 
WSAV-TV 150,501 100 
Harben Daniel, p. & g. m.; H. M. 
(Mack) Humpidge, c. m. 
WTOC-TV 153,061 50 
W. T. Knight Jr., p. & g. m.; 
Ben Williams, v.p. & sls. m. 
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City Station Vhf Uhf Color City Station Vhf Uhf Color 
Thomasville worv he 430 my IOWA 
erschel Graves, g. m.; Ame WOI-TV 324,000 - 
Woods, nat. sis. m. Robert C. Mulhall, g. m.; Don 
eterson, pgm.-sis. serv. 
IDAHO Cedar Rapids KCRG-TV 325,977 = 
Boise KBOI-TV 69,175 * na A. Herbst, g.m.; John F. 
Westerman Whillock, p. & g. m.: Cundiff, ee 150 
Earl Glade Jr., st. m. & ¢. m. MT-TV_ 344, 
KIDO-TV 85,000 William B. Guarten. - & eo, 
Georgia M. Davideen, » p. & g. m.; Lewis Van Nostrand, 
George Ganz, Davenport WOc-TV 317,902 
Wdahe Falls KID-TV" 16500 om Bre, Gander, mide, 
C.B. i Layne, g. m.; Claude Cain, a T-1v s a 
Lewiston KLEW-TV 82,000 oe o-oo. vo. SS. &: 
a. © Oe WHO-TV 294,000 200 
Twin Falls KLIX-TV 23,100 Paul A. Loyet, gy res. m.; 
Frank C. McIntyre, v.p. & g. m.; ° _ 
Fort Dedge KQTV 46, 365 
ce Gee, Se. m. Edward Breen, p. & g. m. : Rollie 
m. 
ILLINOIS Mason City KGLO-TV 127,060 _ 
Bloomington WBLN-TV 5,000 Herbert * Ohrt, ex. a4 & g. m.; 
_— S. Rough, p. Ps g.m. & als. Lloyd D. Loers, sls. 
Ottumwa vy (see Kirksville, Mo.) 
Champaign WCIA 339,070 Sieux City TIV 204,317 
a. G _Mever, p.; Guy Main. Districh Dirks, p. & g. m.; L. L. 
& sis. d. Geuwah, sls. ‘a 
Chicago whbM TV 2,323,200 1,000 KVT 179,52 350 
H. Leslie Atlass, v.p. & g. m.; Donald D. Sullivan, g. m.; Robert 
George Arkedis, sls. m. B. Donovan, c. m. 
WBKB 2,387,346 Waterloo KWWL-TV 324,866 
os eS C. Quinlan, ae ; Matthew R. J. McElroy, g. m.; Don E. 
. racker, g. Inman, sis. d. 
wen-1V" we »278, 30" = a 
a uaal, v.p. g. m.; Theo- 
dore Weber, sls d. . meee 
WNBQ 2,290, 000 9,500 Ensign KTVC—(6)—March 15, °57 
Jules Herbuveaux, v.p. & g. m.; Goodland KWGB- TV (10) March ’57 
Russ pe, sls. _™ Great Bend KCKT 184,622 300 
Danville WDAN: Victor E. oe" mng. d.; E. L. 
Max Shafer, st. m. ; Joke’ D. Eck- Kuhlman, opertns. m. & sls. m. 
ert. sls. d. Hutchinson KTVH 251,135 500 
Decatur WwTv 190,000 — (Wichita) Howard Le wey g. m.; E. W. 
Robert Wright, st. m.; Ben K. Dallier, g. sls. m 
West, sls. m. Pittsburg KOAM.1V" 161 #51 — 
Harrisburg = WSIL-TV 34,692 - R. E. Wade, g. & sis. 
O. L. Turner, st. m. Topeka WIBW- TV 607,078 729 
Peoria WEEK-TV 244,420 1,137 Ben ame g. m.; Hilton Hodges. 
Fred C. Mueller, g. m.; William sls. 
J. Flynn, c. m. Wichita KAKE-TV 235,620 —— 
WTVH-T 244,420 1,137 Martin Umansky, g. m.; Donivan 
Harold V. Phillips, g. m.; William D. Waldron, nat. sis. m. 
P. Pipher, sls. m. KARD-TV 265,430 2,000 
Quiney KHQA-TV 149,060 19 William J. Moyer, v.p. & g. m.; 
Walter Rothschild, g.m.; Paul Mil- Don Sbarra, sls. d. 
len. sls. m. 
_. ae 3 Dan KENTUCKY 
oe mn er in; os J 
—A—-. “” | Henderson == WERT 150,623 75 
Rockford WREX-Tv 278,004 500 = a. —— D. & g. m.; 
oe Baisc! m.; Al Bilardello. owar - Duncan, sis. m. 
ieee ee | Lexington EX-FV me 
WTVO 116,000 tin es io, Dextan, = vp. & g. m.: 
Haro’ Froe! im Pennock, sls. m. 
i ae Om; Binet Louisville  WAVE-TV 506,966 100 
Rock Island WHBF-TV 324,819 500 Nathan Lord, v.p. & g. m.; Ralpb 
Leslie C. Johnson, v.p. & g. m.; wane’ c. m. ; 
a > so S Victor A. Sholis, d.; Albert J. 
Springfield) WICS 115,500 - Gillen, sls. d. 
Milton D. Friedland, g. m.; War- 
ren King, loc. c. m. LOUISIANA 
Alexandria KALB-TV 126,400 
INDIANA Willard L. Cobb, g. m. Marvin 
Anderson WCBC-TV—(61) Winter ’57 Reuben, nat. sls. = 
Bloe WTTV 523,825 a Baton Rouge A Ly yy Vv 104,000 _ 
Robert Lemon, g. m.; Frank Tom E. Gibbens, p. & g. m.; Ron 
Willis, nat. sls. m. Litteral, sls. m. 
Elkhart V-TV 215,814 _ WBRZ 196,860 150 
Peal c. Brien, g. m.; R. Morgan Douglas Manship Jr., p.; Guy Cor- 
umpp, sls. prom. d. ley, sls. m. 
Evansville FIE 141,364 1,000 Lafayette KLFY-TV_ 132,811 — 
Ted Nelson, v. p. & g. m.; Robert Dierrell Hamm, g. m.; Quitman 
Dean, g. s's. m. Henley, sls. m. 
WwTvVw 182,713 = Lake Charles KPLC-TV_ 104,000 _ 
Dick Shirely, st. m.; Bill Spill- Pelham Mills, Jr., St. m.; Art 
man, sls. m. Reuben, sls. m 
WERT (see Henderson, Ky.) KTAG-TV 62,167 _ 
Fort Wayne WIN-T 139,625 * — om Bencey, e. =: Harper 
© arke, asst. m. sis. m. 
Or ens So 8%." | Menree KNOE-TV _ 305,900 120 
WKJG-TV 164,364 100 Paul H. Goldman, v.p. 
Edward G. Thoms, v.p. & g. m.: Ansell. Jr., tv sls. & prom. 
Indianapolis "WFEMCTV vezcce” "3,209 | New Orleans WDSU-TV 416,191 910 
William F. Kiley, g. m.; Don Satest BD, Sunny. Fhe & g. 
Henke. ¢. ™. WIMRTV **ySehG00 30 
WISH-TV 660,000 1,000 " 
Rohert B. McConnell, v.p. & g.m.: Gosme  Mavessl, vo. & g. m.: 
George Diefenderfer Jr., d. nat. | Shreveport KSLA-TV 176,500 25 
Lafayette WFAM-TV 116,500 200 Winston B. Linam, st. m.; Deane 
O. E. Richardson, p., g.m., & sls. gtiene” son sie 
Muncie mot” “tae Patrick J. White, st. m.; Joe B. 
W. F. Craig, v.p Foster, ¢. m. 
South Bend WNDU-TV 176,700 400 
Bernard C. Barth, v.p. & g. m.; MAINE 
William Thomas Hamilton, sls. Bangor WABI-TV 107,000 100 


Terre Haute 


™m. 
WSBT-TV 185.000 50 
Neal B. Welch, g. m.; Richard W. 
Holloway, nat. sls. m. 
YWTHI-TV 251,970 - 
Higgins, g. m.; George A 
Foulkes, nat. sis. m. 





Poland Spring bi Hp 272,923 


Leon P. Gorman Jr., v.p. & g. m.; 
Robert McCausland, sls. m. 
W-TWO 88,500 _ 

Murray Carventer, 0. & m. 

Rudolph Marcoux, v.p. & é.' m 


m H. Norton, Jr., v.p. & gm: 








a I  E 


~—~—— 











City Station Vhf Uhf Color 
Paul Tiemer, sls. m. 
Pertiand WCHS-TV = 190,200 250 
Jack S. Atwood, st. m.; Bruce C. 
McGorrill, c. m. 
WGAN-TV 185,000 100 
Creighton E. Gatchell, v.p. & 
g. m.: R rd E. Bates, sis. m. 
Presque Isle WAGM-TV — 
Harold D. Glidden, g. m.; Forrest 
Craig, sis. m. 
MARYLAND 
Baltimore WAAM 701,608 — 
Ken Carter, vp. & g.m.; Pel 
Schmidt, o m. 
WBAL-TV 690,723 650 
Leslie H. Peard. ‘Ir. v.p. & st. m.; 
Willis K. Freiert, asst. st. m. & 
sls. m. 
WMAR-TV 713,438 1,466 
B. K. Jett, v.p. & d.; Ernest A. 
Lang, c. m. 
Salisbury Vv 55,815 = 
John W. Downing, p.; Charles J. 
Truitt, v.p., g. m. & nat. sls. m. 
MASSACHUSETTS 
Adams WMGT arghite of WCDA Al- 
y, N. YX. 
Resten WBZ-TV 1,420,106 cry 
F. za Tooke, g. m.; C. H. Masse, 
sis. m. 
WNAC-TV 1,420,106 *_— 
Norman Knight, ex. v.p. & g.m.; 
= H. ' ee sis. serv 
wMU UR-TV ty Manchester, N.H.) 
Springfield WHYN-TV 240 000 145 
Charles N. DeRose, g. m.; Patrick 
J. Montague, c. m. 
WwwLPe 260,000 487 
bt i» L. Putnam, g. m.; James 
H. Ferguson Jr., sls. m. 
MICHIGAN 
4an Arbor WPAG-TV 31,000 ~ 
Edward F. Baughn, v.p. & g. m.; 
Kenneth MacDonald, sls. m. 
Bay City WNEM-TV 580,536 —_ 
James Gerity Jr., p. & g-m; John 
J. Keenan, g. sls. m. 
Cadillac Wwwtv 328,013 — 
Gene Ellerman, v.p., g. m. & sls. 
- ; Ron Bishop, prom. & merch. 
Detroit CKLW-TV 1,568,000. 


Fit 
Grand Rapids 
Kalamazoo 


Lansing 


Marquette 
Saginaw 


Traverse City 


Austin 


Duluth 
(Superior, 
Wise.) 


Minneapolis- 
St. Paul 


2 ae = SS: C. E. 


sls. 
wiBRere’ 1,600,000 700 
Bill seme v.p. & mng. d. ; Keith 
McKenney, loc. sls. 
wwi-TV. “T'620,000 1,800 
— ee a g. Don 


WXYZ-TV 1.568,000 
— G. he | p. & g.m.; Ralph 


awson, sis. 
WIRT 13) March ’57 
WOOD-TV 574,280 500 
Willard Schroeder, g. m.; Arthur 

. Swift, gen. sls. m. 
WKZO-TV a 200 
Carl E. Lee, & mng. d.; 

Donald W. ‘DeSmit Jr., sls. m. 

WJIM-TV 450,00 250 


Harold F. Gross, p. *e g. m.; How- 
ard Finch, v.p. 

WTOM-TV 69,700 = 

L. G. meg sgh g- m.; Leonard P. 
Frankel, sls. 


WDMJ-TV 60. 000 

W. H. Treloar, g.m.; Robert Luke, 
st. & sis. 

WKENX-TV 160,000 45 


William J. Edwards,  s- m.; Robert 
M. Chandler, sls. 

WPBN-TV 63,171 — 

R. E. Detwiler, m 


MINNESOTA 


KMMT-TV 116,500 
= Loffier, m.; Don Jones, sls. 


KDAL-TV 127,500 

— Le Masurier, g. m. ; Odin 
Ramsland, c. m. 

WDSMLTV 128,200 250 


Cc. hy Nat g-m.; Thomas Gavin, 


sls. 
KMGM-TV 631,000 
rry H. Israel, ad v.p. & g.m. 
KSTP-TV 615,0 200 
Stanley E. Hubbard, p. & g. m.; 
Marvin Rosene, gen. sls. m. 
wcco-TV ——?+ 400 
#. Van Konynenburg, exec. v.p. & 
g.m.; Rol . Ekstrum, sls. m. 
WTCN-TV 615,000 _ 
Miller C. Robertson, v.p. & g. m.; 
David Cole, sls. m. 
KROC-TV 110,795 100 
Willard Lampman, st. m.; John 
Z. Miller, prom. pub. rel. d. 








E. William Farneti has been made 
assistant to the general manager of 
WNBF-TV-AM-FM Binghamton, it was 
recently announced by general man- 
ager George R. Dunham. Mr. Farneti 
joined WNB¥ in June 1953 as controller 
of the stations. 





City Station Vhf Uhf Color 
MISSISSIPPI 
Columbus WCBI-TV 55,000 
ara "ee st. m.; W. W. Whit- 
eld 
Hattiesburg WDAM-TV ™ 72, 700 


ag al Saion, v.p. & g.m.; Teck 
es, 8 

WITV “155, 000 

Owens F. Alexander, st. m.; Bill 
Carlier, loc. sls. 
LBT 185,000 


Jackson 


300 

7 Beard, m.; Frank Gentry, 

WIOK-TV 85,000 106 

Wright, p. & g. m.; 

Williaens B. Crooks Jr., v.p. & 
c. m. 


WwItwyv 
Frank K. Spain, p. 


MISSOURI 
KFVS-TV 155,400 
5 > oO. a. m. of tv; Jack 


Ram 
KONO * 101,582 — 
Edward Lambert, g.m.; John O. 
Conwell, =. 
Hannibal KHQA-TV (see Quincy, Ill.) 
Jefferson City KRCG-TV 109,760 om 
Robert . oa g. m.; Ron Max- 


well, sls. 
KODE-TV 718,700 50 
D. Burke, v.p. & g. m.; D. 
T. Knight, loc. sls m 
Kansas City KCMO-TV 546,340 2,000 
E. K. Hartenbower, g. m.; S. B. 
Tremble, c. m. 
KMBC-TV 494,323 110 
John T. Schilling, v.p. & g. m.; 
George J. Higgins, v.p. & sls. m. 


Meridian 


Tupele 





Cape 
Girardeau 
Columbia 


Joplin 





-WDAF-TV 628,532 1,457 
Ve. & aq ~ st. m.; E. Manne 
Kirksville KTVO” 299 954 
Berg Allison, st. m.; Elmer Smith, 
c. m. 
St. Joseph KFEQ-TV 176,566 —_ 
Glenn G. Griswold, g. m.; A. 
Wayne Beavers, c. m. 
St. Louis - nce 967,002 65 
George M. Burbach, g. m.; Guy 
F. Yeldell, als. m. 
1 414,464 = 
Paul E. Peltason, p.; Jack Schain- 
blatt, g. m. 
-TV t _ 
Robert T. Convey, p. & 
V. E. Carmichael, v.p. & ~~ a 
Sedalia KDRO-TV 8,000 
H. id Brandes, g. m.; Jemmay 
Glenn, sls. m. 
Springfield KTTS-TV 111,146 12 
G. Pearson Ward, v.p. & g. m. 
KYTV 109,799 *— 
R. L. Stufflebam, co-mgr. & c. m.; 
Carl Fox, co-mgr. 
MONTANA 
Billings ag ae 29,000 
Vv. “Bud” Clark, g. m. 3; Sohn 
Vn Conner, ¢c. m. 
Butte KXLF-TV 37,708 — 
E. B. gr gl p. & m.; Arne 
Anzjon, sls. 
Great Falls KFBB-TV 26, :400 — 


J. P. Wilkins, p. & g. m.; W. C. 
Blanchette, st. m. & c. m. 


Missoula KMSO-TV 32,000 _ 





City __ Station Vht Ubf Color 
A J. Mente, | p. & m.; Bob Rolf- 
son, sis. 
NEBRASKA 
Hastings KHAS-TV 83,270 
Duane L. Watts, g. m.; Harry 
Packard, sis. m. & opertns. m. 
Hayes Center KHPL-TV 120,000 21 
FP. Wayne Brewster, p. (Satellite 


of KHOL-TV, Holdrege). 
Holdrege KHOL-TV 120,000 
(Kearney) Jack Gilbert, st. m., Paul we. 
gang, rgnl. a. e. 








Lincoln KOLN-TV 177,044 
A. James Ebel, g. m.; Lester C. 
Rau, sis. m. 
Omaha KMTV 412,250 1,600 
Owen Saddler, vp. & g. m., 
Arden Swisher, g. sls. m 
WOW-TV 391 156 
Frank P. Fogarty, v.p. & g. m.; 
Fred , nat. sis. m 
Scottsbluff KSTF = 
William C. Gro gs. m.; C. P. 
Cahill, ¢. m. (Satellite of KFRC- 
TV Cheyenne, Wyo.) 
NEVADA 
Henderson KLRJ-TV 30,500 156 
William D. Stile, g. m: Pat 
Burke, sis. m. 
Las Vegas AS-ty 35,000 _ 
Marian Y. Komar, g. m. & nat. 
sis. m.; Alex Gold, loc. sis. m. 
KSHO-TV 
Jim Hawthorne, operations =. : 
Bob Gardner, sls. m. 
Rene KOLO-TV 55,000 ~ 
Harry Huey, g.m.; Ed Cardinal. 
loc. sls. m. 
NEW HAMPSHIRE 
Manchester WMUR-TV 1,127,959 _ 


a = Gordon E. nat. 
> ae wurw (See Poland Spring, Me.) 


a A. Gittleson, ex. vp. & 
Moore, 


NEW JERSEY 
Newark WATV 4,730,000 _ 
(New York) Irving R. Rosenhaus, & g. m.; 
Edward Cossman, Pm 4. 
NEW MEXICO 


Albuquerque rp ey’! 81,973 se 
R. Hebenstreit, p. & g. m. 


ma C. Rhoads, asst. m. 
KOAT-TV 87,777 
Walter J. Stiles, exee. v.p. & g.m. 
KOB-TV 103,600 142 
Wayne Coy, p. & g. m.; Rolf 8. 
Nielsen, sls. m. 
Carlsbad KAVE-TV 30,000 _ 
John H. Battison, g.m.; Ed Teer, 
st. m. 
Clovis KICA _ 
Garfield C. Packard, & g. m.: 
ames W. oe ad &. m 
Roswell KSWS-TV 37,143 
John A. Barnett, o. & g. m. : Paul 
B. McEvoy. sls. m 
Santa Fe KVIT—(2)—June 30, '57 
NEW YORK 
Albany WCDA 175,000 500 
(Schenee- Thomas S. Murphy, ¢g. m.; Harry 
tady-Troy) L. Goldman, st. m. 
WTRI 186,750 — 
William A. Riple, g. m; Dom 
Tovino, sls. m. 
Binghamton WNBF-TV 438,481 20 


George R. Dunham, g. m.; Andrew 
G. Hubbell, g. sis. m. 


Bloomingdale WPTZ 150,000 —_— 
(Lake George BarenBregge, g. m.; Al La 
Placid- France, loc. sls. m. (Plus 350,- 
Plattsburgh) 000 in Canada). 

Buffalo WBEN-TV 569,563 200: 

George R. Torge, st. m.; Nicholas 
J. Malter, sis. m. 
WBUF 184,000 500: 
Charles Bevis Jr., g. m.; Bill 
Decker, sls. m. 
WGR-TV 557,953 a 
J. Joseph Bernard, vp. & « 
G. Paschall Swift, ~% x * Plus 
597,256 in Canada. 

Carthage WCNY 82,485 — 
(Water- James W. Higgins, tv d.; Alfred 
tewn) M. Tauroney, nat. sis. m.; (Plus 

118,840 in Canada). 
Elmira WTVE 45,000 — 


Thompson K. Cassel, p. & g. m. 
Howard Green, c.m. 

WSYE-TV — a 

Bob Bolger, res. m 
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City Station Vhft Uhf Color 
Hagaman WCDB (Sat. of WCDA Albany) 
New York WABC-TV 4,800,000 — 
Robert L. Stone, g. m.; Joseph 
Stamler, sls. m. 
WABD 4,800,000 _ 
Bennet H. Korn, v.p. & st. m. 
WATYV (see Newark) 
WCBS-TV 4,730,000 3,000 
as Cook Digges, g. m.; Frank 
hakespeare, sls. m. 
WwoRTV 4,730,000 — 
Gordon Gray, exec. v.p. & g. m.; 
Will P. Dix Jr., sls. m. 
WPIix 730, 3,000 
. rower, v-p. & g. m.; 
A. tterson, sls. m. 
WRCA-TV 4.765.000 0,000 
William N. Davidson, g. m.; Jay 
J. Heitin, sls. d. 
Rochester WROC-TV 307.750 200 
William Fay, z. m; Armin N. 
Bender, m. 
(Plus 75,000 Canadian coverage) 
WHEC-TV 327,000* 400 
C. Glover DeLaney, v.p. & g. m.; 
LeMoine C. Wheeler, g. sls. m. 
* Includes 31,500 Canadian cov- 
erage. 
WVET-TV 327,000* 400 
Ervin F. Lyke, p. & g. m. Laenme 
Murrellwright, g. s 
* Includes 31,500 Ganaiien cov- 
erage. 

Schenectady WRGB 503,000 *— 
(Albany- Raymond W. Welpott, st. m. ; Rob- 
Trey) ert F. Reid, sls. m. 

Syracuse WHEN-TV 377,000 650 

Paul Adanti, v.p. & LS m.; Fred- 
erick Menzies, c. 
WSYR-TV 372, 160 300 
E. R. Vadeboncoeur, p. & g. m.; 
W. R. Alferd. nat. sis. d. 
Utica WKTV 213,500 190 
Michael C. Fusco, g. m. & sls. n. 
NORTH CAROLINA 
Asheville WISE-TV 40,000 
Harold H. Thoms, g. m.; Joseph 
J. Master, c. m. 
WLOS-TV 342,000 
Charlies B. Britt, ex. v.p.; H. 7. 
Britt, regnl. sls. m. 
Charlotte WBTV 536,630 687 
Charles H. Crutchfield, ex. v.p. & 
g. m5 ; hy ye ~ J. Jorgenson, 
asst. chge. sls. 
Durham WSOC- TT 4S April ’57 
WTVD 282,543 
Harmon L. Duncan, p. Re g. m.; 
Mike Thompson, sls. 
Fayetteville WFLB-TV 20, 1000 _— 
William D. Bailey, m.; W. B. 
che, c. m. 
Greensboro WFMY-TV 459,351 249 
Gaines Kelley, g. m.; Joseph E. 
ke, c. m. 
Greenville WNCT 164,990 100 
A. Hartwell _. g. m.; John 
Clark, Jr., c. 
Raleigh WNAO-TV 146,125 75 
John H. Bone, g. m.; Earl Welde, 
g-. 8 
WRAL-TV 334,161 250 
Fred Fletcher, v.p. & m.; 
Fletcher Turner, nat. F m. 
Washington WITN 300 
- R. Roberson Jr., p. & g. m.; 
T. H. Patterson, v.p. chge. sls. 
Wilmington 98,600 om 
R. A. Dunlea Jr., p.; Claud 
O’Shields, loc. sis. m. 
Winston- WSJS-TV 586,384 565 
Selem Harold Essex, v.p. & g. m.; Harry 
B. Shaw, g. sls. m. 
WTOB-TV 135,000 — 
John G. Johnson, g. m.; James 
W. Coan, sls. m. 
NORTH DAKOTA 
Bismarck KBMB-TV 24,000 — 
— E. Fitzsimonds, m.; Fred 
Drewry, loc. sls. m. 
KFYR-TV 31,950 
William Ekberg, p. & g. m.; A. L. 
Anderson, g. sls. m. 
Dickinson KDIX-TV 2,000 — 
Orville F. Burda, g. m.; Eugene 
A. Spear, sls. m. 
Fargo WDAY-TV 92 679 350 
Jack Dunn, st. m.; Tom Barnes, 
&. m. 
Grand Forks KNOX-TV 37,000 — 
Carroll E. Day, p. & acting g. m.; 
rt Li m, nat. sls, m. 
Minot CIB-TV 29,000 
John W. Boler, p. & g. m. ; Ches- 
ter Rietan, c. m. 
Valley City KXJB-TV 133,500 320 


John W. Boler, p. & g.m.; Wil- 
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City Station Vhf Uhf Color 
liam L. Hurley, v.p. chg. nat. 
sls. 

Williston KUMV-TV 31,950 

(Satellite of KFYR-TV Bismarck) 
OHIO 
Akron WAKR-TV 174,066 a 
S. Bernard Berk, p.; Roger G. 
Berk, v.p. & g. m. 
Cincinnati WCPO-TV 850,800 _ 
M. C. Watters, v.p. & g. m. 
G. C. Miller, asst g. m. ry 
sis. m. 
ne 702,000 1,000 
David G. Taft, ex. v.p. & g. m.; 
Rohert 7’. Schlinkert, g. sls. m. 
WLW-T 774,935 92 
Rk. E. Dunville, p. & g. m.; George 
Henderson, gz. tv sls. 
Cleveland KYW-TV_ 1,174,004 107 
Roland V. Tooke, v.p. & g. m.; 
Albert P. Krivin, sls. m. 
WEWS 1,210,000 _ 
James Gc. . g. m.; John 
H. lnc. sls. m. 
wsW.TV ‘1,146,150 ® 
Ben Wickham, mng. d.; Maurice 
McMurray, nat. sls. m. 
Columbus WBNS-TV 539,480 se 
Richard A. Borel, tv d.; Robert 
D. omas. sis. m 
WLW-C 460,000 900 
oo Leonard, v.p. & g. m.; 
Gregg Lincoln, sls. m. 
WTVN-TV 381,451 
Joseph W. McGough, g. m. ; How- 
ard Duncan, sls. m. 
Dayton WHIO-TV 511,310 
oon H. Moody, g. m.; Walter 
Wolaver. c. m. 
WLW. 348,000 
- Jensen, st. m.; Dale Smith, ©. e. 
Lima WIMA-TV 76,487 _ 
Robert W. Mack, v.p. & g. m.; 
J. L. Spring, tv sis. m 
Steubenville WSTV-TV 1,045,580 *— 
John J. Laux, exec. v.p. & g. m.; 
Joseph M. Troesch, asst. g. m 
Toledo WSPD-TV 406,975 90 
Allen L. Haid, v.p. & a. é.3 
Bill Ashworth, nat. sls. m. 
Youngstown WFMJ-TV 180,304 150 
William F. Maag, Jr., p.; Mitchell 
Stanley, st. m. & sls. m. 
WKBN-TV 202,534 300 
W. P. Williamson, IJr., p. & gz. m.: 
J. L. =. st. cS 
Zaneaville WHIZ-TV 0,000 =_ 
a Land, mng. d.; Nate Milder. 
sls. d. 
OKLAHOMA 
Ada KTEN 95,639 —_ 
Bill Hoover, p. & g. m.; Brown 
Morris, v.p. & st. m. 
Ardmere KVSO-TV 90,000 20 
John Easley Riesen, g.m.; Gordon 
E. Lack, ¢.m. 
Enid KGEO-TV 264,510 
George Streets, st. m. & sls. m. 
Lawton KSWO-TV 70,000 
te Baker, st. m.; Al Shore. 
Muskogee KTVx™ 320,000 
Mike ae, mng. d.; Bill Swan- 
son, sls 
Oklahoma KWTV 402,213 118 
City Edgar T. Bell, v.p. & g. m.; Fred 
L. Vance, sls. m. 
WKY-TV 402,213 118 
Eugene B. Dodson, acting st. m. ; 
James R. ree nat. sls. rep. 
Tulea KOTV 319,312 
James C. Richdale, v.p. & g. m. 
George Stevens, c. m 
KVOO-TV 319,312 275 
Cc. B. Akers, g. m.; John Devine. 
¢.m. 
OREGON 
Eugene KVAL-TV 81,587 oS 
S. W. McCready, g. m.; Glenn 
a. sls. m. 
Klamath Falls K 12,500 
Wolter Richartz, st. m. 
Medford KBES-TV 39,850 
Jerold R. Poulos, m.; Edward P. 
Barnett, sls. m. 
Portland KGW-TV 
Walter E. Wagstaff, st. m. ; John 
H. Pindell, sl sls. m. 
KLOR 380,000 
S. John Schile, g. m.; Jack Was- 
san, loc. sls. m. 
KOIN-TV_ 358,000 200 
C. Howard Lane, v.p. & mng. d.; 
John L. Palmer, ntl. sls. m. 
294,098 350 
Frank J. Riordan, mng. d.; Don- 
ald Tykeson. nat. sls. m. 
Roseburg PIC 77,235 


Gene Pierce, res. m. 














City Station Vhf Uhf Color 
PENNSYLVANIA 
Altoona WFBG-TV 448,500 — 
Jack Snyder, mng. d.; Thomas F. 
Martin, sls. m. 
Bethleher. WLEV-TV 71,450 a 
Elwood C. Anderson, st. m.; 
George H. Ettele, c. m. 
Easton WGLV 94,635 — 
Charles Thon, g. m.; Nelson S. 
Rounsley, bus. m. & nat. adv. m. 
Erie WICU 222,500 
Ben McLaughlin, g. m.; Karl R. 
Nelson, c. m. 
WSEE 110,000 — 
Frank B. Palmer, g. m.; Jay 
Sondheim, loc. sls. m. 
Harrisburg WCMB-TV — 
Ed K. Smith, g. m. 
WHP-TV 241,449 — 
A. K. Redmond, g. & c. m. 
PA 240,000 — 
Donald D. Wear, g. m.; Allan P. 
Solada, sls. m. 
Johnstown WARD-TV 60,000 — 
mans 3. Butterfield, g. m. & sls. 
WJAC-TV 1,042,014 510 
Alvin D. — g. m.; John H 
Hepburn, sis. 
Lancaster WGAL-TV_ 917 320 1,500 
Clair R. McCollough, p. & g m. 
J. ponent Gulick, asst. g. m. chg. 
sls. 
Philadelphia WCAU-TV 2,094,852 12,368 
Donald W. Thornburgh, p. & g 
m.; Robert M. McGredy, v.p. 
chg. sls. 
WFIL-TV 2,235,000 1,000 
George A. Koehler, st. m.; Ken- 
n . Stowman, gen. sls. m. 
WRCV-TV 2,900,000 2, _ 
Lloyd E. Yoder, v.p. & g. 
Theodore Walworth Jr., sis. a. 
Pittsburgh KDKA-TV_ 1,200,000 1,500 
Jerome (Tad) Reeves, g. m.; John 
G. Stilli, sls. m. 
WENS 440,000 — 
Lousy H. Israel, v-P. & g. m.; 
Vera Oldenburg, s's. serv. m. 
A neg Spring = 
Seranton 250,000 -- 
Willem, _ =a v.p. & g. m.: 
Sam | c. m. 
WGBI-T 310,000 500 
Vance LY Eckersley, g. - ; Anton 
(Tony) Moe, g. sls. 
Wilkes-Barre WBRE-TV 317.0 000 400 
David M. Baltimore, v.p. Ss. @.: 
Ernest Lewis, sls. m. 
WILK-TV 306,000 _ 
Roy FE. Morgan, ex. v.p.; Thomas 
P. Shelburne. m. 4. 
Petenget Fe vase. + ee Winter °57 
er _ 
Richard ov Burg, st. m. & ¢ m.; 
Edward Schwalm, sls. prom 
m. 
WSBA-TV 138,480 _ 
Louis J. Appell Jr., p.; Robert M. 
Stough, sls. m. 
RHODE ISLAND 
Providence WJAR-TV 1,404,002 3,000 
George O. Griffith, v.p.: 
Ed Boghosian, sls. m. 
WPRO-TV 1,404,202 _ 
William S. Cherry, Jr., p. 
SOUTH CAROLINA 
Anderson WAIM-TV _ _ 
Glenn P. Warnock, g. m.; Jobn 
McCallum, sls. m. 
Charleston WCSC-TV 135,643 — 
Roland Weeks, m. & nat. sls. m. 
Ralph E. Thornley, rgnl. sls. m. 
WUSN-TV 212,000 
J. Drayton Hastie, p. & g. m 
Grange Cuthbert, c. m. 
Columbia WIS-TV 220,873 50 
Charles A. Batson, mng. d.; Law 
Epps, sls. m 
WNOK-TV 110,000 
H. Moody McElveen Jr., v. p., 
gz. m. c. m. 
Florence WBTW 143,956 _ 
J. William Quinn, mng. d.; John 
H. Brock, nat. sis. m. 
Greenville WFBC-TV 330,402 5e 
7 Kenneth Beachboard, m.; R. Q. 
Glass Jr., 
Spartanburg WSPA-TV 286,765 85 
Walter J. Brown, p. & g. m.; 
Charles Bell, nat. sls. m. 
SOUTH DAKOTA 
Florence KDLO-TV 185,934 — 
—e L. Floyd, p.; E. A. Nord, 
& sls. m. (Satellite of 
KELO-TV Sioux Falls. ) 
Rapid City KOTA-TV_ 19,190 — 


Helen S. Duhamel, p. & g. m.; 
William F. Turner, bus. & c. m. 



































City Station Vht Uhf Color 
Sioux Falls KELO-TV _ 185,934 - 
Joseph L. Floyd, p.; E. A. Nord, 
g. m. & sls. m. 
TENNESSEE “ 
WDEF-TV 221,272 2 
— Harold E. Anderson, g. m.; Otis 
H. Segler, sis. m. 
WRGP-TV 
eae & Stone, st. m. bi 
ackson WwDxI- == 
. John E. N , vp. & gg. m.; 
Larry ie 8. m. 
ohnson Cit WJHL-TV 185. 
. ony , Lageasten, Jr., vp. &- m. 
& sis. 
Knox WATE-TV 180,898 cae 
=> Ww. H. rnd wo. 6 ¢ g. m.; 
g. sls. m. 
win 162,287 400 
John A. Engelbrecht, p., g- m™. 
& sis. m. J 
WBIR-TV 180,898 _ 
John P. Hast, p. & g. m.; R. S. 
Quinn, sis. m. 
Memphis wihbaty” 478,128 210 
Wm. H. Grumbles, g. m.; Boone 
F. Nevin, sls. m. 
WwMcCT 478,128 461 
H. W. Slavick, g. m.; Earl More- 
land, st. m. 
WREC-TV —— _ 
Hoyt B. Wooten, g. m.; Charles 
Brakefield, c.m. 
Nashville WLAC-TV 401,000 500 
T. B. Baker Jr., ex. v.p. & g. m.; 
Robert M. Reuschle, sis. m 
WSIX-TV 380,000 — 
R. D. Stanford Jr., v-p. & g-m.; 
Al Kerr, c. d. = 
WSM-TV 280,072 165 
John H. DeWitt, p.; Irving 
Waugh, c.m. & asst. to p. 
TEXAS 
bilen KPAR-TV (see Sweetwater) 
. : KRBC-TV 64,058 _ 
George Breeding Jr., st. m. 
Fo . ">, _ sls. m. 
rill KFDA- . 
— Ed Moore, g- m.; Dan Hayslett 
opertns. m. & nat. sis. m. 
KGNC-TV 96,065 301 
> See st. m.; Bill Clarke, 
Austin KTBC-TV 167,341 
= J. C. Kellam, g. “" ; 0 P. (Bob) 
Bobbitt, g. sls. 
Beaumont KFDM-TV 118, “73 40 
Mott M. Johnson, opr. & c¢. m.; 
David Russell, loc. . m. 
Big Spring KBST-TV 48,453 
William J. Wallace, p. & g. m.; 
ee = m. 
Corpus 
Christi T. Frank Smith, p.; W. M. Ee 


Dallas 
(Ft. Worth) Gene L. Cagle, p. & g-m. 
g-m. 


Fort Worth 
(Dallas) 

Galveston 

Harlingen 


Houston 


ner, v.p. chg. e 


Vann M. Kennedy, o. & g. m.; 
William Patton, c. m. 

KVDO-TV 

L. W. eS ge Smith, g. m.; Bert 
Metcalf, 

KFJZ-TV « 40, 930 _ 


Hopkins, asst. an. 
KRLD-TV 602, 525° 
Roy M. Flynn, st. m.; Gene Cuny, 


ec. m. 

WFAA-TV 564,080 

Dick Drummy Jr, c. m. 

KILT-TV 91,653 = 

Ed Winton, m. 

KROD-TV_ 103,257 

Val Lawrence, v.p. & g. m. ; Dick 
Watts, gen. sis. m. 

KTSM-TV 95,545 8 
Karl O. Wyler, p. & g. m.; Roy 
T. Chapman, v.p. & sls. m. 
WBAP-TV 600,000 1,000 
George Cranston, g. m.; Roy Bac- 

us, ¢. m. 
KGUL-TV 500,100 1,000 
Paul E. Taft, p. & g. m.; Robert 
- sls. m. 
875 = 
Troy McDaniel, g. m.; Ingham S$ 
Roberts, c. m. 
KGUL-TV (see Galvesten) 
KPRC-TV 415,000 100 
Jack Harris, v.p. & g. m.; Jack 
McGrew, asst. m. & c. m. 
KTRK-TV 492,000 360 
Willard 2. Walbridge, v.p. & g.m. ; 
Bill Bennett, c. m. 
KHAD-TV 15,000 
Cleo E. Long, st. m.; John A. 
Snyder, sls *m. Plus 5,000 in 


KCBD- 134,052 200 
Joseph H. Bryant, p. & g. m.; 
rge Tarter, c. m. 
KDUB-TV 140,650 500 











A. James Ebel, general manager of 
KOLN-Tv Lincoln, has been elected vice 
president and director of Cornhusker 
Television Corproation, it has been 
announced by John E. Fetzer, presi- 
dent and owner of the company. Mr. 
Ebel has been with the station since 
1954. Before that he was with WMBD 
Peoria, another Fetzer property. 
City Station vhf Uhf 


W, D. es) Rogers, p. & g. m.; 
E. A. (Buzz) Hassett, nat. sis. 


Color 





Lufkin KTRE-TV 60,106 — 
Richman Lewin, v.p. & g. m.; 
Murphy Martin, sis. m. 
Midland KMID-TV 74,000 20 
ar - ‘aoe g.m.; George Collie, 
Odessa KOSA-TV 90, 164 
mm ™ Vacca, st. m.; Ed Costello, 
San Angelo KTXL-TV 44,622 _ 
J. H. Hubbard, g. m. & sls. m. 
San Antonio KCOR-TV 70,000 me 


Nathan Safir, v.p. & g. m.; Ben 
Tamborello, sls. m. 

KENS-TV 348, 532 431 

Albert D. Johnson, g. m.; Wayne 
Kearl, sls. m. 

KONO-TV 

James M. Brown, v.p. & g.m.; 
Bob A. Roth, c. m. 

WOAI-TV 348,532 431 

James M. Gaines, v.p. & g. m. 


V. Cheviot, c. m. 
Sweetwater KPAR-TV 62,469 — 
Dan C. Guthrie, st. m.; E. A. 
(Buzz) Hassett, nat. sls. m. 
Temple KCEN-TV 163,441 100 
Gene Lewis, st. m.; Burton Bishop, 
g. m. 
Texarkana KCMC-TV 102,000 110 
(Tex.-Ark.) Walter M. Windsor, g.m.; Richard 
M. Peters, nat. sis. & prom. d. 
Tyler KLTV 108,000 
— os ™ Zam g- m.; John 
Waco KCEN.TV. “one Temple) 
KWTX-TV 139,696 te 
M. N. Bostick, v. p. & g. m.; 
John M. Brinegar, sls. m. 
Weslaco KRGV-TV 74,685 _ 


O. L. Taylor, p. & g. m.; Kenneth 


E. Markel, nat. & rgnl. c. m. 
(Plus 8,000 in Mexico 
Wichita Falls KFDX-TV 107,220 300 


Howard H. Fry, exec. v.p. & g.m.; 
Bob H. Walker. sls. m. 
KSYD-TV 127,250 *_ 
Sid Grayson, p. & g. m.; Bob 
Cain, c. m 
UTAH 
KSL-TV 209,000 275 
D. Lennox Murdoch, v.p. & g. m. 
Edward B. (Ted) Kimball, g. 


212,000 

G. Bennett Larson, p. & g. m.; 
Harold Woolley, tv sls. m. 
KUTV 208,336 

Brent Kirk, st. m.; Robert Smith, 
nat. sls. m. 


VERMONT 
WCAX-TV 147,000 
Stuart T. Martin, v.p. & g. m.; 
John A. Dobson, sls. m. 
VIRGINIA 
WCYB-TV 368,870 200 
Robert H. Smith, p. Py g. m.; 
J. Fey gers, v.p. & sis. m. 
WVEC-TV (see Norfolk) 


Salt Lake 
City 


Burlington 


Bristol 


Hampton 











City Station Vhf Uhf Color 
Harrisonburg WSVA-TV 139,617 _ 
Hamilton Shea, p. & g. m.; 
Howard C. Evans, g. sls. m. 
Lynchburg WLVA-TV 308,675 
— P. Allen, v.p., g. m. & cis. 
Norfolk WTAR-TV 422,196 300 
Campbell Arnoux, p. & g. m.; 
Robert M. Lambe, gen. sis. m. 
WVEC-TV 187,000 - 
Thomas P. Chisman, p. & g. m.; 
Sfareel A. Brauer Jr., v-p. w 
Six. o 
Petersburg WXEX-TV 425,000 Pa 
Irvin G. Abeloff, v.p., mng. a 
nat. sls. = ; George R. Sisice 
loc. sls. 
Portsmouth wruv-TV _ _ 
A. V. weetw g. m.; Winston 
Bright, m. 
WAV Y- TV. —(10) March ’57 
Richmond WRVA-TV 275,000 
Barron Howard, v.p. & m.; 
James D. Clark, Jr., ~My m. 
WTVR 408,240 300 
Wilbur M. Havens, st. m. & ¢.m.; 
Walter A. Bowry Jr., asst. st. 
m. & asst. c.m. 
Roanoke WDBJ-TV 402,000 150 
Ray P. Jordan, v.p. & mng. 4; 
Blake H. Brown, tv sls. m. 
WSLS-TV 402,000 150 
James H. Moore, ex. v.p.; Horace 
Fitzpatrick, asst. m. & c. m. 
WASHINGTON 
Bellingham KVOS-TV 279,857 _ 
Baste Mintz, g. m.; Fred Else 
agen, sis. m. 
Ephrata xBas TY—(43)—March "57 
Pasco KEP 82, - 
Thuan % Bostic, Mer 
H. R. Cary, sls. m. Satellite oi 
KIMA-TV, Yakima) 
Seattle KING-TV 550,200 910 
(Tacoma) Otto P. Brandt, ve. & g. m.; A. 
P. Hunter, c. 
KOMO-TV 550, 200 sie 
W. W. Warren, ex. v.p. & g. m.; 
Bill Hubbach, ¢. sis. m. 
KTNT-TV 550,200 910 
Larry Carino, m. & sls. 4 
KTVW 525,000 
William Venseen, g. m. ; George 
Glavin, g. sls. 
Spokane KHQ-TV 187 768 125 
Richard O. Dunning, p. & g. m.; 
Birney Blair, c. m. 
KREM-TV 187,000 
Louis Wasmer, owner; Robert a. 
Temple, g. m. & sls. m. 
KXLY-TV 204,783 200 
Richard E. Jones, v.p. & g. m.; 
James Agostino, sis. m. 
Tacoma KTNT-TV (see Seattle) 
(Seattle) KTVW (see Seattle) 
Yakima KIMA-TV 82,000 
(Pasco) Thomas C. Bostic, v.p. & g. m.; 
. R. Cary, sls. m. 
WEST VIRGINIA 
Bluefield WHIS-TV 173,684 °— 
P. T. Flanagan, st. m.; John 
Shott, sls. m. 
Charleston WCHS-TV 540,340 200 
John T. Gelder Jr., v.p. S e. m.; 
John L. Sinclair Jr. 
WHTN-TV (See Hentington)” 
WSAZ-TV (See Huntington) 
Clarksburg W BLK-TV—(12) Winter "57 
Fairmont WIJIPB-TV 
J. Patrick Beacom, em; Harry 
W. Critchlow, sls. d. 
Huntington WCHS-TV (see Charleston) 
WHTN-TV 203,000 
Robert Tincher, v.p. & g. m.; 
George A. Miller, sis. m. 
WSAZ-TV 594,510 500 
ee H. Rogers II, p. & 
Robert White, sis. m. 
Oak Hill WOAY-TV 357,230 
(Beckley) Robert R. Thomas, Jr., o. acm; 
Vie Ludington, sls. m. 
Parkersburg 40,502 — 
Milton F. Komito, st. m. 
Wheeling WTRF-TV 312,460 106 
bert W. Ferguson, ex. v.p. & 
g. m.; H. Needham Smith, sls. 
m. 
WISCONSIN 
Eau Claire WEAU-TV 122,560 
Leo Howard, g. m. & c. m. ~~ 
ard Kepler, st. m. 
Green Bay WBAY-TV 235,000 a 
Haydn ns, g-m.; Robert 
C. Ne! on, sls. m. 
WFRV-TV 214,669 — 
Soren H. Munkhof, v.p. & g. m.; 
Ward O. Gage, nat. sis. m. 
WMBV-TV (see Marinette) 
La Crosse WKBT 130,000 = 
Howard Dahl, g. m.; Robert Z. 
Morrison Jr., sls. m. 
Madison WISC-TV 309,275 _ 


(Continued on page 76) 
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(Continued from page 75) 


Ralph O'Connor, g. m.; Richard 


Nickeson, 
WKOW-TV 130,500 200 
F. Hovel, g. m.; Robert 
Loomer, sis. m. 
WMTV 132,000 250 


Gerald A. Bartell, p.; 
Theg, st. & sis. m. 
Marinette WMBV-TV 211,440 a 
(Green Bay) Joseph D. Mackin, g. m.; Willia 
R. Walker, tv m. 


Peter P. 


Milwaukee WISN-TV 782,500 “= 
John B. Soell, tv d. 
WITI-TV 630,000 3,000 
J. I. Meyerson, g. m.; J. Grant 
ndison, g. sis. m. 
WTMJ-TV 781,222 220 
Walter J. Damm, g. m.; Neale V. 
Bakke, sls. m. 
wxiIx 322,560 1,000 
Edmund C. Bunker, g. m.; Theo- 
dore F. Shaker, g. sls. m. 
Superior KDAL-TV (see Duluth, Minn.) 
WDSM-TV (see Duluth, Minn.) 
Wausau WSAU-TV 98,200 _ 
George T. Frechette, v.p. & g. m.; 
Richard D. Dudley, asst. g. m. 
c. m. 
WYOMING 
Casper KTWO-TV—(2) March ’57 
Cheyenne KFBC-TV 49,000 — 
Wm. C. Grove, g. m.; Charles P. 
Cahill, c. m. 
ALASKA 
Anchorage KENI-TV 25,000 


Alvin O. Rramstedt, g.m.; James 
G. Dunean, sis. m. 
KTVA 25,000 os 


Fairbanks KFAR-TV 9,241 


Janeau 
Jerry McKinley, st. m.; Vern Met- 


calf, loc. sls. m. 


HAWAII 
Hile KHBC-TV 109,000 _— 
J. Howard Worrall, p. (Satellite 
of KGMB-TV, Honolulu) 
KGMB-TV 109,000 — 
Melvin B. Wright, st. m. & nat. 
sls. m.; Charles Crockett, loc. 
sls. m 
KONA 105,450 
John D. Keating, p. & g. m.; 
James W. Spencer, nat. sls. m. 
KULA-TV = 93,403 os 
Jack A. Burnett. exec. v.p. & 
g-m.; Arthur Sprinkle, sls. m. 
KMAU 109,000 — 
J. Howard Worrall, p. (Satellite 
of KGMB-TV, Honolulu) 
KMVI-TV 12,000 _ 
Richard E. Mawson, st. m.; Fran 
Kovacic, c. m. 


GUAM 


KUAM-TV 
Harry M. Engel Jr., p. & g. m. 


Henolulu 


Wailuku 


PUERTO RICO 

WORA-TV 129,345 

Alfredo R. de Arellano Jr., p. & 
g- m.; Reinaldo M. Dupont, 
asst. m. & c. m. 

WAPA-TV 157,958 

David H. Polinger, g.m.; Andrew 
N. Vladimir, sls. m. & prom. m. 

WKAQ-TV 129,345 

Delfin Fernandez, g. m.; Oscar 
Reinosa, sls. m. 


San Juan 


animation, inc. 


put us on the spot 
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Management 


Counted among the companies 
who received excellent manage- 
ment awards for 1956 were one 
network and six tv set-manufac- 
turing firms. The honors are 
passed out annually by the Amer- 
ican Institute of Management, 
based on a point system in ten 
basic categories of management 
performance. 

Those in the tv-radio industry 
who received the awards are: 
CBS, Inc., General Electric Co., 
Sylvania Electric Products, Inc., 
Westinghouse Electric Corp., 
Motorola, Inc., Zenith Radio 
Corp. and Philco Corp. 

The functions of management, 
and not just profits, are the 
factors considered. The greatest - 
weight is given to the evaluation 
of the executive team. Other 
factors are the economic justi- 
fication of the companies, treat- 
ment of shareowners, customers 
and the public, capital structure 
and the customary figures. 











Wall St. (Continued from page 67) 


manuel contends that the Crosley and 
Bendix 


during 


consumer-goods 
Avco’s 


operations 
ownership resulted 
in long-term earnings of $35 million 
before taxes, and that the plant and 
properties now are worth substantially 
more than book value. 

Meanwhile, the Crosley division has 
a backlog on orders of $90 million out 
of the total $340-million defense-order 
backlog the company as a whole had 
on Nov. 30, 1956. That’s a jump of 
70 per cent over the $200-million 
backlog the company had at the end 
of the previous year. 


Regional Tv Network. Any day 
now the FCC, it’s rumored, will hand 
down its decision granting Crosley 
Broadcasting the right to a tv station 
in Indianapolis. The strong position of 
its tv operation is often overlooked in 
the huge organization that Avco has 
created. But the three Ohio stations 
alone constitute in effect a regional 
network. 

This television operation, moreover, 


represents a minor investment on the 
part of Avco. These stations were 
bought and built for a few million dol- 
lars. Today they gross $12 million, but 
their profit return is disproportionately 
high. And they could be sold for ap- 
proximately ten times the original cost. 

From the standpoint of the Wall 
Street stock spotters, Avco has become 
a good special situation. Most impor- 
tant probably is the fact that the 1956 
losses are recoverable via earnings in 
1957—and they are tax-free. 

The company’s working capital 
amounts to $68 million, and the ratio 
of current assets to current liabilities 
is about two to one. The company’s 
receivables and _ inventories under 
defense contracts alone—after deduct- 
ing progress payments—exceed the 
total of the company’s long- and 
short-term loans. 

Then, too, Mr. Emmanuel has gone 
on record as saying the company is 
operating on a basis profitable enough 
to warrant a dividend payment before 
the end of 1957. The company’s last 
dividend payment was on May 20, 
1955, when it paid ten cents. But if the 
potential earnings of $15 million are 
realized, stockholders will expect ten 
cents per share and more. That’s one 
reason why the stock has been so 
strong and—hbarring a further collapse 
in the market—should get stronger. 


High-Low Last 
Stock 1956-57 Quote* 

ABC 32%4-21% 22% 
ADMIRAL 224% -1254 12% 
AVCO 7%- 5% 6% 
CBS 3414-225 31% 
DUMONT LABS 10 - 4% 5 
EMERSON 13%4- 5% 6% 
GENERAL ELECTRIC 65%4-52%% 5444 
HOFFMAN 2536-1756 17% 
MAGNAVOX 41 -31% 36% 
MOTOROLA 51%4-35% 36% 
NATIONAL TELEFILM 9%-3 8% 
PHILCO 36%4-15%% 15% 
RCA 5036-3156 325 
RAYTHEON 20%-13 18% 
STORER 2914-22% 25% 
SYLVANIA 55% -3956 40% 
WESTINGHOUSE 65%-50% 53% 
ZENITH 14144-9144 92% 


Over-the-Counter Stocks 
Bid-Askedt 


AMPEX 331%4-33% 
CONSOLIDATED TV 17%-18% 
OFFICIAL FILMS 15%- 2 


*As of the close, Feb. 13, 1957. 
tAs of Feb, 13, 1957. 





a 


Es Te 











cena 








in the picture 


Esty Stowell, former Benton & Bowles executive vice president and supervisor of the Gen- 
eral Foods account, is now executive vice president of Ogilvy, Benson & Mather. A Harvard 
graduate, Mr. Stowell joined B&B in 1934 as an office boy. The “usual apprentice steps” took 
him through the mail room, production and radio departments to assistant account executive. 
Before World War II, he was co-head of the radio department. During the war he was a 
Marine Corps major (is currently a lieutenant colonel in the reserve). Returning to B&B, he 
took over the Maxwell House Coffee Division of General Foods. He later additionally worked 
with GF’s corporate marketing office, which coordinated tv show participations among the 
company’s various divisions, and also on agency supervision of Post Cereals, Gaines Dog 
Food, new-product development and the institutional-products division. 





Frank C. Armstrong Jr., (left) and Stephen H. Richards 
have been named vice presidents of the Kudner Agency, New 
York. Mr. Armstrong is the agency’s director of public relations. 
Mr. Richards has been appointed account manager for the Buick 
Motor Division. A native of Darien, Conn., Mr. Armstrong joined 
the agency in 1931 and has been in public relations since, except 
for a 14-month period when he was promotion manager of Warner 
Bros. New York office. Mr. Richards, from Columbus, O., is a 
graduate of Dennison University. Before joining the agency’s p. r. 
department in 1940, he was Detroit bureau manager, United Press. 





A 39-year veteran of the film industry, Harold E. Wondsel, is the newly-elected presi- 
dent of the Film Producers Association, New York. The president of Sound Masters, Inc., 
producers of filmed tv commercials and industrial and promotional films, and vice president 
of Information Films, Inc., Mr. Wondsel’s first job was as a lab technician in 1918. He 
became chief film editor for Fox educational department and Fox Movietone News. He helped 
Fox pioneer in development of sound-on-film. In 1931, he became assistant editor of Pathe 
News. He was appointed editor-in-chief in 1932. In 1937 he resigned to form Sound Masters. 
While with Pathe News, together with Francis C. Wood and William F. Githens, Mr. Wond- 
sel formed Newsreel Theatres, Inc. The company was sold in 1949. He has been president of 
Sound Masters since 1943 and a member of the Film Producers Association since 1951. 





NBC’s administrative reshaping continues as Thomas A. 
MecAvity (left), formerly executive vice president, tv network 
programs and sales, becomes executive vice president, staff. 
Robert E. Kintner, who joined NBC Jan. | after his resignation 
as president of ABC-TV, takes over as executive vice president, 
programs and sales. Mr. McAvity will concentrate on development 
of new programs and talent. Mr. Kintner will continue to direct 
color activities. Both men will report to Robert Sarnoff, NBC 
president. Aiding Mr. Kintner will be Emanuel Sacks, vice presi- i 
dent, programming and W. R. Goodheart Jr., vice president, sales. 





To strengthen the management team and “develop an organiza- 
tion in depth,” Gene Aceas (left) and Jason Rabinovitz have 
been named administrative officers at the American Broadcasting 
Co. Television Network. Mr. Accas, formerly vice president of the 
Television Bureau of Advertising, returns to ABC to handle assign- 


= RI 


ments in advertising, promotion, research and sales, problems as 
they affect the network’s external operation. Mr. Rabinovitz, for- 
merly assistant controller of the ABC Division, will be responsible 
for the network’s financial business matters and will coordinate the 
operating and service departments. 
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2 heads are 
better than one 
...IN BUFFALO 


WGR-TV 


BUFFALO 





National Representatives 


PETERS, GRIFFIN, WOODWARD, INC. 
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Even a press release can sometimes 
make you feel good, boost your morale 
and fill you with pride for your chosen 
profession. All of these things hap- 
pened to us when we read that West 
Point, the Ziv film series which went 
on the air last fall, is one of the strong- 
est recruiting forces the U. S. Military 
Academy has ever had. 

The normal monthly quota of letters 
from young aspirants inquiring about 
the Point ran around 250 pieces of 
mail. Today the average monthly rate 
of letters is over 800. 


Just think, tv impact may be helping 
to make a future president! 





A sample of tv impact of another 
sort came about a bit ago in England. 
The British Broadcasting Co.’s tv out- 
let presented a soprano whose aim was 
to try to reach a note so high that it 
would shatter a series of empty glasses 
lined up on a nearby table. The song- 
stress sang high and mightily, but the 
glasses in the studio stood steadfast. 

Both BBC and the singer were will- 
ing to concede failure. However, in the 
next day’s mail the station received 
several packages of cracked glass. They 
were from viewers who claimed that the 
soprano had shattered exposed glass in 
their homes. 


+ * * 


In Nappannee, Ind. there’s a sign 
outside a tavern: “No radio, no tele- 
vision, no air-conditioning—just a 
quiet place to have a drink.” 


When firemen rushed to Spokane’s 
leading hotel with two big hook-and- 
ladder trucks and several hose wagons, 
they found the smoke was just coming 
jrom a kitchen radio. lt had heated up 
during a news broadcast. 

* * ” 

Lee Cochran of the State University 
of Iowa told a conference on use of 
audio-visual aids in teaching that he 
knew of a child who had learned to 
read by watching tv commercials. 

And he reads good like a little kid 
should! 


~ * * 


We quote part of a letter from a 
foreign country which came to our cir- 
culation department. 

“We shall be very much obliged to 
you if you subscribe us for one year 
to TELEVISION AGE and to send us two 
copies of every issue, together with 
your invoice to unable us to send you 
remittance... . ™ 

Ready. willing but unable. 

* 

Name-dropper: The Saturday Eve- 
ning Post sent us séme information on 
the story it was doing on Victor Borge. 
It seems that the Danish pianist-come- 
dian says his full name is Robert 
Charles Arthur Victor Borge. The first 
three were dropped because he got 
tired of people calling him RCA Victor. 


*~ om * 


An on-color story: Though he him- 
self is quite reticent about sounding 
off, Al Bragg is described by his col- 
leagues at Clover’s Furniture in Bur- 
bank as a super-salesman. In any case, 
modest Bragg is a man dedicated to 
selling color-tv sets. 

Recently, one customer came into 
Clover’s to buy a washer and dryer, 
but before Al toted the bill a color 
set was added. Then, again, a couple 
told him they'd like to buy a color tv, 
but they’d had too many near black- 
and-blue altercations with their current 
black-and-white set, trying to agree on 
which program to watch. Salesman 
Bragg came through with the solution: 
He sold them two sets and labeled them 
“His” and “Hers.” 
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WHEN-TV 
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SWAN 


... over KCMO-TV with MGM's film classics, and Trendex 
shows Channel 5’s complete dominance in Kansas City: 


_ KCMO-TV 


Station B 
Station C 


Jan. 2 
24.1 23.1 
2.3 3.7 
75 15.4 


Jan. 4 


Jan. 6 Jan. 7 Jan. 9 
34.5 28.5 23.4 
2.1 1.9 2.3 
5.1 7.4 9.7 


above ratings represent full two-hour period 10:30 p.m.-12:30 a.m. 


Kansas City 
Syracuse 


Phoenix 
Omaha 


channel 5 
channel 8 
channel 5 
channel 6 





Joe Hartenbower, General Mgr. 
Sid Tremble, Commercial Mgr. 
Represented nationally by Katz Agency 


KCMO-TV ... 


dith’s Big 4. . . all-family stations. 
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one of Mere- 





ACHIEVEMENT. through color news pioneering 
and creative effort at KOMO-TV, Seattle 


Recently KOMO-TV’s half-hour 
daily news show, “DEADLINE”, 
was granted the coveted Sylvania 
Award as the nation’s outstanding 
local news and special events 


program. 


KOMO-TV feels particularly pleased at this honor bestowed upon 
“DEADLINE.” For “DEADLINE” represents a continuous effort to give both viewer 
and advertiser the dramatic, immediate news coverage only the 
medium of television can give. 


The real honor belongs, however, to the entire “DEADLINE” news staff 
for inspired creative effort and technical inventiveness; for presenting —daily— 
a news show based upon swift, accurate, and complete coverage. It was on 
KOMO-TV’s “DEADLINE” that viewers, for the first time anywhere, saw in full color 
local news events filmed the same day. 


KOMO-TV warmly thanks Sylvania’s distinguished judges and our “DEADLINE” 
news staff. We are grateful, too, to all who have shared in this achievement— 
advertisers, viewers and suppliers—whose response and enthusiasm 
make our effort all the more worthwhile. 


for greater influence in Seattle & Western Washington 


CHANNEL 4 NBC the COLOR station 


GET THE FACTS FROM YOUR NBC SPOT SALES REPRESENTATIVE 





